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ADVERTISER'S WEEKLY 


Clients Should 
Tell Agents 
What To Say 


Sirn,—Mr. C. Glover's letter 
(February 15) cannot be accepted 
as the final word on dullness in 
technical advertising. 

To whom do technical adver- 
tisements appear dull? To non- 
technical people all technicalities 
May be meaningless and appar- 
ently dull. 

The agent can and usually does 
Make advertising attractive, but 
that is not to say that having 
oe the reader’s attention he 

able to sell him anything— 
even an idea. The _ technical 
copywriter and visualiser must 
first of all know the language of 
the technicians to whom he is 
advertising and have his finger 
on the pulse of the industry con- 
cerned. Without these qualities 
how can he hope to say anything 
of value to technically minded 
people? 

It is not to be expected that 
even the “select half dozen 
agencies” will have men whose 
backgrounds have been in each 
of the industries of its technical 
accounts, or have opportunities 
of getting inside atmosphere of 
the client’s business. 

It is, accordingly, not surpris- 
ing that the most effective mes- 
sages in technical advertising 
frequently originate in the client's 
offices, not the agent's. This 
advertising message is never 
likely to be dull to technical 
prospects and at its worst will 
have the virtue of authenticity. 

Do not blame the advertising 
agent if the technical advertising 
is not effective (if the correct 
media is used). The client must 
not only keep his agent “in the 
picture” but be prepared to tell 
him what to say. 

J. W. LOCKLEY. 
Publicity Manager. 
Electro-Hydraulics Limited. 
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True Picture Of 


German Press 


Sir,—We have read with the 
greatest interest your Supplement 
“Germany, the Federal Republic 
and Berlin.” We regard this pub- 
lication as a noteworthy attempt 
to give industrial circles of your 
country a true picture of the 
German Press and its activities 
and to point out to them the pos- 
sibilities available for the suc- 
cessful advertising of the various 
products of their industries. We 
wish you all success in the future. 

“BREMER NACHRICHTEN” 
Bremen, Germany. 


Copy Against 
The Clock 

Sir,—Both articles on retail 
store advertising (February 15 
and 22) were informative on the 
function and qualifications of the 
advertising manager or the agency 
handling the store’s advertising. 
But neither seemed to touch 
deeply enough on the production 
of store advertisements, particu- 
larly by store advertising depart- 
ments. 

The store advertisement depart- 
ment is inescapably tied to the 
newspapers. Advertisements are 
produced literally at the same 
speed as the newspaper. They 
can be no better than the news- 


paper that prints them, for the 
same composing room is respon- 
sible for both. 

And, as with newspapers, there 
are no second thoughts for the 
store advertising department. For 
bad or good, the advertisement 
goes in as it was first laid out and 
written. No sooner is one adver- 
tisement off to press than another 
is under way. 

Many big stores are producing 
advertisements at the average 
rate of three or four a day, each 
one different. We do not claim 
brilliance for all these advertise- 
ments. But then, no newspaper 
would make the same claim for 
its each and every edition. 

(Miss) J. B. WHITTAKER, 
Advertising Manager, The 
Beehive Warehouse (Charles 
Richards) Ltd. 

Birmingham. 


Job For The Clubs 


Sik,—I agree with Mr. Graham 
Taylor that advertisers, and par- 
ticularly technical advertisers, 
need educating in the value of 
freshness of new ideas, and that 
the cost of drawings, blocks, etc., 
are justified; but surely this 
should not be left entirely to the 
agent? What are our various 
Publicity Clubs doing in the 
matter? 

I have yet to learn of éfforts 


POINTS FROM OTHER LETTERS 


WATCH YOUR WASTE 

Surely then it is the duty of 
the LILP.A., the A,A. and the 
N.P.A. to instigate machinery 
which will ensure that the pre- 
sent large scale and criminal des- 


truction of paper be halted 
forthwith. —- Barbara Burton, 
Manchester. 

* * * 


HIDING THEIR LIGHT 


A serious fault with many 
house organs is that they fail to 
make clear to which organisation 
or firm they are attached. An 
outside reader (who could be of 
importance) is frequently faced 


with a title, and no other inform- 


ation, which is impossible to 
identify. — Veronica 
S.W.1. 

” * * 


THE NEW RIVAL 

In reply to Mr. B. Andrews 
(February 15) I received a tele- 
phone cal] from a national daily 
to the effect that Llandudno’s ad- 
vertisement booked for February 
16 must be cancelled owing to 
lack of space. On February 15 
a Festival of Britain advertise- 
ment appeared in the same news- 
paper, Occupying a 6 in. d.c— 
. W. Jefkins, Publicity Manager, 
Llandudno. 
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being made by our clubs to 
educate advertisers and potential 
advertisers to the right approach 
to advertising in its various 


aspects. 
FRED ALDRED, 
Accounts Executive, 
Baird & Dawson. 


F hess Come First 


Sin,—Floral Decorations Ltd., 
of Sidcup, are negotiating with 
my Council for flower boxes ‘o 
be placed on an agreed number 
of lamp standards throughout the 
borough, the sides of the boxes 
carrying advertising matter sub- 
ject, in each case, to the Council's 
approval. There have been no 
negotiations between the Council 
and More O’Ferrall Ltd. 

My Council's interest is, of 
course, in the decoration of the 
streets, and it is not their inten- 
tion to allow this aspect to be- 
come subservient to the adver- 
tisements themselves. 

O. L. ROBERTS, 
Town Clerk of Lambeth. 


. . 
Rising Rates 

Sin —A disturbing feature of 
the present spate of rate increases 
is the tendency to bring them 
into operation at a given date, 
regardless of existing bookings. 

It is true that most publishers 
have reserved this right, and that 
one has the option to cancel with- 
out surcharge. Nevertheless it 
makes the agent's job difficult. 

One client of ours approved 3 
Press schedule early in January. 
Forty-eight publications were 
listed. Within six weeks we have 
been notified of nine rate in- 
creases; more are bound to 
follow. The appropriation will 
not stand it, so the only answer 
is reduced space. Will the pub- 
lishers then be any better off? 

LOUIS DORRITY, 
Nicholls Dorrity Advertising Ltd. 
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Photobiography 


Losi A big new word for a big 
a, e = new ILLUSTRATED exclu- 
Z ! sive~CECIL BEATON’s own 
biography—which starts 
this week. This will also 
be the third successive week 
in which ILLUSTRATED 
has given full-colour 
pictures of’our Royal 
Family. First-class photo 
features for the readers, 
and first-class results for 
advertisers. 


an 
PHILIP EMANUEL, ADVERTISEMENT DIRECTOR. ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTER POR A STRAIGHT LINE bd 
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A worthy setting ~\% 


for your product — 
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MONTHLY JOURNALS FOR WOMEN 


Your product will be at home in WOMAN’S JOURNAL 
- . . Share the esteem enjoyed by all its advertisers. 


WOMAN’S 
Women of taste and means will see it in its rightful 
setting ...in pages superbly reproduced, wherein both 


AN A : P PUBLICATION editorial and advertising matter command rg¢spect. 


2/6 MONTHLY - PAGE RATE £350 - SALES EXCEED 350,000 
A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., LONDON 
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Battle Of The . Less Space For . Health Foods 
Government ° Spend Freely 


Wash-Tub ° 


Trade Journals , Boom}For 
Suffer Most °* Magazines 


OVER £36 MILLIONS ON PRESS ADS. 


9 
1950 . A Remarkable Year, 25 = WITH EXPRESS NEWSPAPERS 


Says Statistical Review 


Despite setbacks in its later months, 1950 proved “a remark- 
able year for Press advertising” with a total estimated expendi- 
ture of £36,913,899, according to the Statistical Review of 
Press Advertising. This is an increase of £6,391,700 on 1949, 
equivalent to 20°94 per cent. Government advertising shows a 


drop, though several national- 
ised undertakings rank among 
the biggest spenders. 

The Review's analysis reveals 
that, whereas recorded expendi- 
ture on Government advertising 
was 21-95 per cent less than in 
1949, trade and financial adver- 
tising registered an increase of 
23-27 per cent. 

Of the different media groups, 
magazines show by far the big- 
gest expansion of revenue at 29-89 
per cent above their 1949 figure. 
London and provincial daily and 
national Sunday newspapers en- 
joyed increases rather below the 
mean, whilst those for provincial 
and suburban weekly newspapers 
and technical and trade journals 
were much smaller. The volume 
of Press advertising during the 
last quarter of 1950 was affected 
by the London printing dispute 
which, during October, prevented 
the publication of a considerable 
number of periodicals. 

On the whole publications in 
the technical and trade field suf- 
fered most. 

Although aggregate recorded 
expenditure for the quarter was 
11-59 per cent above the figure 
for the final quarter of 1949, the 
respective totals for the technical 
and trade groups were lower. In 
spite of losses from the dispute 
magazines still registered a rise of 
20-77 per cent in revenue com- 
pared with a year earlier. This 
was the largest proportionate in- 
crease for any group. Expendi- 


£9.811.656 compared with 
£8,792,751 during the correspond- 
ing period in 1949. 

Government advertising during 


1950 is estimated at £1,209,496 
against £1,549,637 in 1949. . 
Competition was intense in 
campaigns for household soaps 
and detergents, and, states the 
Review, “total expenditure rose 
to unprecedented heights.” 
Extent of the growth in adver- 
tising of these products is illus- 
trated by the year’s total figure, 


@ Continued on Page 362 


Where All The Money Went 


Here is the Review's breakdown of advertising expenditure in 1950. 


L. to r. C. E. Buckland, Leslie 
W. Needham, A. J. Hayes, L. P. 
Traini and A, R. Ostime. 


1949 


London Mornings ... 

London Evenings ... 

National Sundays ... = 
Provincial Dailies... 

Provincial -_ aepene Weeklies. 


Magazi 
‘Technical 
Trade 


1,008,206 
1,279,702 


$++++++4 


Total 


£30,522,199 


8) eutsszzs 
2) S8Sese1s 


On Friday, at the Howard 
Hotel, Norfolk Street, Mr. L. W. 
Needham, director of advertising, 
London Express Newspapers Ltd.. 
was entertained by his staff to a 
lunch to celebrate his quarter of 
a century with the Group. 

During the lunch, which was 
attended by more than fifty of 
the advertisement staffs of the 
Daily Express, Sunday Express. 
Evening Standard and Glasgow 
Evening Citizen, Mr. Needham 
was presented with a silver 

salver. Replying to a toast Mr. 
Needham dealt with the great 
changes in advertising since he 
joined the Sunday Express as ad- 
vertisement manager in 1926. 
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ADVERTISER'S WEEKLY 


How Publishers ang 


A.P. STRESS AIM TO SHARE BURDEN 
BETWEEN ADVERTISERS, READERS 


There is powerful evidence this week that publishers, faced 
with the spiral of increasing costs, are making every effort to 
“spread the load” as fairly as possible. Latest moves on the 
economic front will help to convince advertisers that they are 


not being expected to carry 
the full weight. Selling price 
increases are marching in step, 
in many instances, though they 
are not always timed for the 
same date. 


Mr. A. W. Burnett, advertise- 
ment director, Amalgamated 
Press, is to-day circulating par- 
ticulars of new advertisement 


rates which come into operation 
in the case of weekly publications 
on June 2, and for monthlies in 
July. (See Table, cols. 3 and 4.) 

Mr. Burnett writes: “The 
further increase in paper costs 
recently announced have had a 
marked effect on the economy of 
publishing. 

‘After careful consideration it 
has been decided that, in dealing 
with this pressing problem, the 
publisher, the advertiser and the 
reader should share the burden. 

“The selling prices of many of 
our publications have recently 


The February 17 issue of 
National Newsagent 
lists 103 selling price vari- 


ations introduced this 
year. 
been increased and others are 


contemplated, and it is now neces- 

sary to inform you that in certain 
instances only, advertisement 
rates will be increased. 

“These increases, which are 
calculated to offset a proportion 
of our additiorfal costs are, in the 
main, based on increased sales. 

“The alternative to these ad- 
justments would mean reducing 
the number of pages in each issue 
with smaller advertisement quotas 
entailing further omissions, 
coupled with the attendant + 
sibility of reduced sales which, 
is believed, would be apeenead 
by advertisers.” 

Other ad. rate increases include: 

Hull Daily Mail 22s. 6d. to 
25s. s.c.i.; Evening Sentinel 
(Stoke-on-Trent) 20s. to 22s. 6d. 
s.c.i.; Evening Tele graph (Derby) 
15s. to 17s. 6d. s.c.i.; Evening 
Post (S. Wales) 15s. to 17s. 6d. 
s.c.i.; Evening Mail (Leicester) 
12s. 6d. to 15s. s.c.i.; Evening 
Telegraph yee 10s. to 
12s. 6d. s.c.1.; The Citizen (Glou- 
cester) 8s. to 10s. s.c.1.; Gloucester- 
shire Echo 7s. 6d. to Bs. 6d. $.¢.1.; 
Lincolnshire Echo 7s. 6d. to 8s. 6d 
s.c.i.; Weekly Sentinel (Stafford- 
shire) 9s. to Ils. s.c.i.; Herald of 
Wales (Swansea) 7s. 6d. to 10s. 
sc.i; Saturday Telegraph, 
(Grimsby) 7s. 6d. to 8s. s.c.i. For 
the Gloucester Journal and the 


Cheltenham Chronicle there is to 
be no special reduced rate for 13 
insertions. 

Tit-Bits—£120 to £140 full 
page, from April 7. 

Confectionery News—£20 to 
£23, full page. Extra colour 
charge increased from £6 5s. 
to £7. 

Outfitter—£32 4s. to £35 10s., 
full page with a proportionate 
increase for colour. 

Cloth & Clothes—£60 10s. to 
£72 10s., full page. 

Derbyshire Times—20s. to 25s. 
s.c.i. Combined rate for the 
Derbyshire Times series which 
includes the Derbyshire Times, 
Belper News and Hucknall 
Dispatch will be raised from 25s. 
to £1 10s. 


Accrington Observer — com- 


bined rates for Tuesday and 
Saturday editions raised from 
10s. 6d. to) 12s. s.c.i., Saturday 


rates from 7s. 6d. to 9s. Tuesday 
rate of 3s. 6d. remains unchanged. 

Edgware & District Post and 
Boreham Wood Post—combined 
rate increased from 6s. to 8s. per 
S.C.i. 

Last week we reported that 
some agents had been told that 
their allocation of composite page 
positions in Radio Times had to 
be suspended owing to the news- 
print cut. Mr. Ralph Judson, 
head of the advertisement depart- 
ment of B.B.C. Publications, tells 
us that all agents have been in- 
formed of this necessity, there 
being no invidious distinction. 

Among the latest batch of sell- 
ing price increases are: Western 
Mail 1d. to 14d.; Fruit Grower 
6d. to 9d.; Gas World 1s. to 
ls. 3d.; Riding 1s. 3d. to 1s. 6d. 
(May); Angling 1s. 3d. to 1s. 6d. 
(May); Plumbing Trade Journal 
Is. to Is. 3d. (April); Warrington 
Guardian (series 16 papers) in- 
crease to 3d.; Western Gazette 
2d. to 3d.; Pulman's Weekly News 
2d. to 3d.; London Opinion 9d. 
to Is. (April); Engineer 1s. 6d. 
to 2s.; Psychic News 3d. to 4d.; 
Church of England Newspaper 
from 3d. to 4d. 


Long View Needed 
On Selling Prices 


Speaking at the annual dinner 
of Eastbourne branch of the 
Federation of Retail Newsagents, 
Mr. E. W. Edwards, circulation 
manager of the News of the 
World, touched on the question 
of increasing the price of news- 
papers, and said that this 
important step required proprie- 
tors to take a long view before 
reaching a decision 
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Spreading The Load 


Present New 


Previous Old Old Rate Sales Page New Rate 
Publication Sales. Rate per 1,000 Exceed Rate per 1,000 
Commencing with issues 
dated July. J 
‘oman’s Journal Pn | £300 17/2 350,000 £350 20,/- 
ict. 195 
Woman and Home on tas £500 10/6 950,000 £540 11/4 
ct. 195 
Weldons Ladies’ Journal 157,087 £140 17/10 240,000 £160 13;4 
Dec. 1946 


Commencing with issues 
dated Fune 


Woman's Weekly egy £500 68 1,600,000 £540 69 
Apr. 1950 

Woman's Illustrated oct 1349 £200 10 - 550,000 £250 9/1 
ct. 1949 

Woman's World 51,553 £105 a4 360,000 £120 6/8 
Home Companion June 1940 

Picture Show j “ — £100 15 330,000 £120 7/3 
uly 1947 


Spotlight On Costs: More 


Increases Expected 


Accountants, studying rising costs in publishing, have com- 
mented to managements on the drastic advance in paper prices 
within the past year. Increased manufacturing costs have 
resulted not only from the 
steep rise in the price of wood 
pulp, esparto and other fibrous 
raw materials, but also from 
higher prices for coal, chemi- 
cals, felts, machine equipment, 
as well as higher wages for 
operatives. 

The paper industry is closely 
affected by rising costs, as it is 


fixed there has been the increase 
in coal charges. All pointers are 
towards higher prices, unless a 
totally unexpected change in the 
international situation eases the 
world-wide demand. 


Wages, Fuel, Metal 
And Transport Dearer 


Points made by newspapers 


estimated that in many cases and periodicals in announcing 
between five and six tons of recent ad. rate or selling price 
various materials are required increases include: 


per ton of paper produced. 

A striking example of in- 
creased costs is shown in casein, 
one of the principal materials Wages costs have doubled 
for coated papers, the price of — since 1941 (two-thirds of this in 
which at about £320—£325 is the past four years). 
now approximately eleven times Fuel, gas, and electricity cost 
the pre-war level. 274 per cent more than they did 

The trend of prices for some four years ago. 
important categories of paper are Transport costs, still rising 
shown in the following table. rapidly, are now approximately 
(The prices, per ton, are those 60 per cent more than in 1947, 
for home produced paper, to A 60 per cent increase in the 
which merchanting charges have cost of printing metal is esti- 


72 per cent of newsprint price 
increases have occurred within 
the past four years. 


to be added): mated over the past two years. 
Autumn Jan.-Feb. Jan. 
1939 1950 1951 
£ s. d. £ os. d. . =e 
Newsprint... 17 0 0 30 12 6 45 12 6 
Mechanical printings (rang- 2215 Oto 30 7 6to 44 0 Oto 
ing from) 28 12 6 42 12 6 63 17 6 
Woodfrees (S.C. and MF. 
Pure Printings) wise i2 =O 54 0 0 106 0 0 
M.G. Poster ... aie | 30 0 O 57 17 6 84 0 0 


Best quality art paper could 
be purchased pre-war for about 
£37 per ton; now the price is 
£165 per ton and upwards. 
Esparto printings have followed 
the general line and are now £120 
per ton. 

There is no indication that the 
ceiling in paper prices has yet 
been reached. On the contrary, 
the prospects are that wood pulp 
and other materials will be both 
scarcer and dearer, and since 
current prices of paper were 


Ireland Bans Four 


Periodicals 


The Irish Censorship of Publi- 
cations Board has banned the 
following periodicals: Basinful- . 
of-Fun (for 12 months); Whisper 
(12 months); Final (6 months); /5 
Story Detective (12 months). 

The Censorship of Publications 
Board has just been re-appointed 
for a further term of office. 
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Layout which won the 1950 gold medal awarded by the British 
Federation of Master Printers. 


Print Layout Contest Reveals 
High Level Of Ability 


In a close finish Raymond T. 
Murray (of Wightman & Co. 
Ltd., London) won the eighth 
Gold Medal Layout Competition 
organised by the British Federa- 
tion of Master Printers. He 
headed the 
open _ class 
by 104 
marks to 
103 scored 
| by the run- 
} ner-up. 

The silver 
medal in 
Class I, for 
co mpetitors 
under 21 or 
with uncom- 
pleted in- 
Basen dentures, 

was won by 

Raymond Murray pee Cc. 

arvev 
(Hopkins & am, Ltd., Bir- 
mingham), who thus won the 
Silver Medal for the third time 
in four years. 

The board of examiners con- 
sisted of J. Perry (Adams Bros. 
& Shardlow, Ltd.), who was 
chairman, E. Searle Austin 
(W. H. Gollings | & Associates, 
Ltd.), H. D. Davy (Doig Bros. & 
Co. Ltd.), S. V. Henley (Alabaster 
Passmore & Sons, Ltd.), and Col. 
B. L. Hooper (W. P. Griffiths & 
Sons, Ltd.). 

In his report the chairman says 
that this was one of the best Gold 
Medal Layout Competitions ever 
held, for although the entries 
were fewer (due to a change in 
the nature of the test) the general 
level of competence was higher. 
The examiners feel the need for 
subsidiary competitions in typo- 
graphic layout and actual setting 
through which men may graduate 
to the Gold Medal Competition. 

There were 170 entries for the 
Gold Medal. of which eight were 
highly commended and_ thirty- 
nine won certificates. In the 
Silver Medal class there were 


—_—_— — 


ninety-five entries of which two 
were highly commended and six- 
teen won certificates. 

Competitors were required ‘o 
produce layouts for a magazine 
advertisement and a mailing shot 
for a restaurant having suites of 
rooms and catering for both 
social and business entertainment. 
The layouts were accompanied by 
complete type mark-ups on over- 
lays. 

The entries will be exhibited on 
various occasions during the year. 


‘BUY IRISH’ CAMPAIGN 


A parade featuring Irish-made 
goods is to be one of the attrac- 
tions in Dublin on St. Patrick's 
Day (March 17) in Dublin. This 
is being organised by the 
National Agricultural and Indus- 
trial Development Association, 
which is also planning a shop- 
window dressing contest. 
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Paper Chase—8 


90 Agents To 
Stick It 


Over 90 advertising agents 
and consultants have _ re- 
turned pre-paid reply cards 
issued by the Waste Paper 
Recovery Association offer- 
ing them and their clients 
stickers dealing with waste 
paper salvage. 

Over 250,000 stickers have 
been ordered by agents and 
it is expected many will be 
used by them for sampling 
their clients. 

Six agents asked for a 
supply of the pre-paid cards 
to circulate to clients and 
also for leaflets dealing with 
the present “Camp” advertis- 
ing featuring waste paper 
salvage. 


Small Firms In 
Dollar Hunt 


A co-partnership scheme to 
enable the medium size and small 
textile manufacturer to “invade” 
the dollar markets has been 
launched in the north-west this 
month by Group Marketing 
(Overseas) Ltd. 

Robert Norman, a representa- 
tive of the firm told ADVERTISER'S 
WEEKLY: “Private individuals 
have granted us a £50,000 capital. 
Our object is to band together 
manufacturers of related but non- 
competitive groups with each 
member subscribing a nominal 
sum of £100 towards the cost of 
sales promotion activities. 

“The smaller manufacturer 
cannot afford to risk anything 
like the required sum on opening 
a new dollar market but we are 
finding many who are interested 
in investing £100. 

Managing director of the 
Group, S. C. Turner, emphasised 
that firms ‘participating in the 
scheme would not lose their 
identities. — 


LUNCH TO MONTY HOLLINGSHEAD- 


Mr. M. Hollingshead, who re- 
cently retired as works manager 
from Odhams Press, was given a 
complimentary lunch at the 
Savoy. 

The hosts were executives of 
publishing houses whose papers 
are printed by Odhams, but who 
are outside the Odhams Group. 

Pictured above, left to right, 


Mr. Hollingshead, Mr. Andrew 
Milne, director and genera] man- 
ager, Drapers’ Record, Men's 
Wear, and British Textiles who 
presided at the lunch, Mr. J. B 
Perks, executive director, The 
Builder, who presented a silver 
water jug to Mr. Hollingshead, 
and Mr. M. Peakall, advertise- 
ment manager, Drapers’ Record. 


ADVERTISER'S WEEKLY 


THEY WANT 
BAN ON 
DRINK ADS. 


Temperance organisations are 
pressing for a ban on liquor ad- 
vertisements at railway stations, 
railway hotels, and other public 
undertakin, 


Zs. 

A deputation, which will in- 
clude M.P.s from the Parliament- 
ary Temperance Group, will be 
visiting leaders of the three 
political parties on March 7 and 
8 to obtain their reactions. 

H. Cecil Heath, secretary of the 
United Kingdom Alliance (Sup- 
pression Liquor Traffic) told 
ADVERTISER'S WEEKLY: “We 
think there should be a consistent 
policy with regard to Govern- 
ment premises. No advertising of 
liquor is allowed in Post Offices, 
or telephone directories. We feel 
that now the railways have been 
placed under control they also 
should refuse liquor advertise- 
ments.” 

The deputation will stress road 
accidents and the increase of 
drunkenness in many areas. 


A ' Festival 


aR of Britain 


aus rte wma 


A pennant silk screen printed in 
black and white on seven differ. 
ent, brightly coloured felts is 
being manufactured in the 
Channel Isles for the Festival of 
Britain. Channel Islands Adver- 
tising Service Ltd., of 5 Smith 
Street, St. Peter Port, Guernsey, 
are designers of this souvenir. 


Bouquet— 


President of a Toronto firm of 
importers has postponed a visit 
to Britain because of “the fine 
co-operation” of Birmingham's 
information department in putting 
him in touch with manufacturers. 

He has written to Mr. F. W. 
Bradnock, Birmingham's P.R.O.: 
“It would now appear that our 
benefits from your efforts will be 
as great as we had hoped from 
our personal contact.” 


—Brickbat 


T. C. Hughes Company, San 
Francisco, writing to the Coun- 
cil of Industrial Design Scottish 
Committee for names of prize- 
winners in their recent souvenir 
competition, added: 

“We have found in our years 
of importing the products cf 
Scotland that the design has been 
poor and, especially in packaged 
goods, outdated. This is an im- 
portant branch of selling Scottish 
imports in this market and we are 
anxious to find those firms who 
are willing to put forth some 
effort in improving and adapting 
their products.” 
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One of the tableaux on the 
Morley stand at the Ideal Home 
Exhibition. Centrepiece of the 
display, recalling the year of the 
Great Exhibition of 1851, is a 
model of a mid-Victorian house. 


OBITUARY 
William Hopwood 


The death occurred last week 
of Mr. William Hopwood, foun- 
der of the Manchester firm of 
technical advertisers, illustrators 
and writers which bears his 
name. He was 78. 

Mr. Hopwood served his early 
days with a firm of wood- 
engravers mostly concerned with 
engineering projects, and, at the 
turn of the century, became in- 
creasingly impressed by the 
aggressive, though widely differ- 
ing, methods employed by 
American and German industri- 
alists in this field to engage the 
graphic arts as part of their 
selling policy. He advocated that 
our native accomplishment could 
be given a better showing in 
print and found support for his 
proposals in the North and, 
especially, Clydeside. A clear 
and logical writer he set a pat- 
tern for instruction books which 
has been widely followed. 

Of recent years he was active 
as he informed and inspired his 
colleagues with a wider applica- 
tion of publicity methods to the 
marketing of engineering and 
allied products and services. 


H. E. Vickers 


Chairman of Technical Publica- 
tions (Overseas) Ltd.. Mr. 4 
Eustace Vickers, passed away 
peacefully at his home last week, 
aged 82. 

He had been associated with 
the company for more -than 50 
years, as manager and managing 
director, and last June assumed 
the chairmanship. For many 
years he was a member of the 
London Association of British 
Newspapers Overseas. 


Harry J. Johnson 


The death occurred on Wednes- 
day of last week of Mr. Harry J. 
Johnson. aged 88, head of the 


firm of Johnsons’ Engravers 
(Leeds) Ltd. Trinity Street, 
eds 


Originality Is Keynote Of 
Ideal Home Exhibition 


A whisky bottle that 


take water in place of a stolen | Frank Blackler, 50 


nip is one of the scores 


“notions” that Princess Elizabeth | 
will see when she privately pre- — 


views the “Daily Mail” Ideal 


Home Exhibition next Monday, | 
| the position of general manager 


the day before its public opening. 

While the number of exhibitors 
—nearly 600—has_ probably 
reached the limit for Olympia, it 
is claimed that the quantity, 
quality, variety and novelty, of 
the exhibits exceed those of any 
previous “Ideal Home.” 

The Village of Ideal Homes— 
always perhaps the most popular 
feature—is this year, the subject 
of an experiment. One house has 
been built and furnished to re- 
present the wishes of the 400,000 
members of the Women’s Insti- 
tutes. Each of the other five has 
been “adopted” by a noted Daily 
Mail journalist—Ann Temple, 
Collie Knox, Margaret Sherman, 
Don Iddon, or Iris Ashley—and 
has been fitted out in accordance 
with his or her tastes. 

A number of exhibits will hark 
back to the Great Exhibition of 
1851. One is that of Spicers, Ltd., 
the paper makers, who, in con- 
junction with William Clowes & 
Sons, produced and distributed 
the official catalogue of the 1851 
exhibition. 

A fashion theatre, a display of 
more than 4,000 books by 160 
publishing houses, sports exhibits 
which include the F.A. Cup and 
the Russian Dynamos’ red leather 
ball. and an endless variety of 
goods, gadgets and materials for 
the home, the garden, the: 
motorist, the holiday maker, and 
the child, will be seen at the ex- 
hibition. 


Colonel And The 
Peace Petition 


For assaulting a woman mem- 
ber of Chelsea Peace Council who 
asked him to sign a peace peti- 
tion, Colonel Arthur Varley, of 
Edith Terrace, Chelsea. S.W.. 
managing director of Colman, 
Prentis & Varley, was fined 10s. 
and ordered to pay one guinea 
costs at West London Court on 
Saturday. 

The magistrate, Mr. J. L. 
Pratt, said he was satisfied there 
had been an assault, but it was 
quite the reverse of a serious one. 


Housewives Will 
Discuss Ads. 


A member from each of the 
following national organisations 
will constitute a “housewives 
panel” at the meeting of the Incor- 
porated Advertising Managers’ 
Association next Wednesday at 
the Waldorf Hotel: The Woman’s 
Institute, Townswomen’s Guild, 
British Housewives League, 
Women's Co-operative Guild. 
Women's Voluntary Services, and 
Soroptimists. 


Years At Oxford, 
Is Retiring 


Frank Blackler is retiring from 


of Oxford Times, Ltd., which 
publishes the Oxford Mail, 
Oxford Times, North Berks 
Herald and Didcot Advertiser, 
after over 50 years’ service with 
the Company. 

It was in September, 1899, that 
he joined the Oxford Times as aa 
office boy. 

Mr. Blackler was a founder 
member of the Oxford Advertis- 
ing Club in 1925, being chairman 
for six years and later president 
of the club. 

Mr. Michael H. Rowntree, who 
succeeds Mr. Blackler, has been 
assistant manager of Oxford 
Times Ltd., since July, 1950. He 
was previously assistant Manager 
of The Northern Echo at Darl- 
ington and its associated evening 
and weekly papers. 


Film Premiere 
For N.A.B.S. 


An outstanding event in adver- 
tising takes place on March 15, 
with the world premiere of the 
film “The Browning Vers on” at 
the Odeon Cinema, Leicester 
Square. 

The premiere has been gener- 
ously arranged by the J. Arthur 
Rank Organisation in aid of the 
funds of the National Advertising 
Benevolent Society, to which all 
proceeds will go—these including 
the sale of tickets and pro- 
grammes, and of advertising 
space in the programmes. 

Stars of the film are Michael 
Redgrave and Jean Kent. 

Tickets are now on sale and 
are available from 10s. 6d. up to 
1S guineas. Details can be ob- 
tained from Mrs. Madge Clarke, 
“9 Davies Street, W.1. (Mayfair 
0525/6.) 


Robert F. Fryars (right), chair- 
man and managing director of 
A. C. V. Sales Ltd., bidding fare- 


well to S. 
luncheon given by the company 
to mark the occasion of Goodey's 
retirement as publicity manager 
after 41 years’ service. 


WwW. Goodey at a* 
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NO MOVE YET 
IN DUBLIN 
DISPUTE 


No moves towards a settle- 
ment of the threatened strike 
in the Dublin newspaper and 
printing offices, due to take 
effect to-night, were made 
during the first week of the 
strike notice. 

General opinion in Dublin is 
that the strike will become effec- 
tive unless there is a change of 
attitude on the part of the Dublin 
Typographical Provident Society 
whose members are standing out 
for an increase of 25s. per week, 
rejecting the 12s. 6d. offer of the 
employers, which was accepted 
by members of several other 
unions. 

The strike threat has already 
started to hold up business in 
jobbing houses where the em- 
ployees have been refusing to 
work overtime while the strike 
notice is in force. 


.* * 
Alternating Again 
On July "1, 1949, the Wolver- 

hampton Express and Star an- 
nounced the end of alternating in 
their classified columns. Despite 
a variety of restrictions imposed 
on size and frequency in the 
intervening 19 months the volume 
of advertising both classified and 
displayed has continued to 
increase. 

As a result of this and the cuts 
in newsprint the Express and 
Star has been compelled to an- 
nounce the reversion to alternat- 
ng SO per cent of its classifieds 
each day, as from to-day. 


@ Continued from page 359 


PRESS ADS. HEAVY 
SPENDERS 


£1,797,241. This compares with 
£1,109,786 in 1949. 

Expenditure by advertisers of 
toilet soaps rose very sharply in 
the closing quarter for which the 
recorded total was £165,980. 
This was some £43,000 more than 
the amount spent in the Septem- 
ber quarter, and was much above 
the figure recorded for any quar- 
ter of the year. The year’s aggre- 
gate was £557.226 compared with 
£339,262 in 1949. 

Electric appliances showed 
marked expansion spending 
£599,922 against £388.065 in 1949. 

Expenditure during the year 
on health foods was much above 
the level of 1949, and the total 
of £899.351 was £256,000 over 
the previous year's figure. 

Among the biggest advertisers 
were British Railways (£239,834), 
British Electricity Authority 
(£225,282). Dreft (£213,607), 
C & A Modes Ltd. (£203,723). 
Oxydol (£299,368), Persil 
(£200,907), Rinso (£227,994), 
Wisk (£201.456). 

Over 1,000 names are listed of 
people spending over £5,000 on 
Press ads. in 1950 
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Sheffield 
FILM SHOW 


Over 100 friends and members 
of the Publicity Club of Sheffield 
attended a film show at the Grand 
Hotel. 

Films shown included “Maga- 
zine Magic,” produced by The 
Curtis Publishing Company of 
New York, publishers of Saturday 
Evening Post, Holiday, etc. This 
film in technicolor showed the 
production of an American maga- 
zine from the raw material to the 
final printing. 

“River of Steel” was a colour 
cartoon which had only been re- 
leased within the last few days 
by the British Iron & Steel 
Federation. The final film— 
“Sound Steel”—was a colour film 
produced by Thos. Firth & John 
Brown Ltd. 


Oxford 


Pictures Pay 


Entitled “Pictures Pay,” a talk 
to the Advertising Club of 
Oxford yesterday (Wednesday) 
by Mr. Warren J. Seymour, 
managing director, Warren Sey- 
mour Co., Ltd., London, dis- 
cussed when to use pictures and 
gave facts about various types of 
illustrations and approximate 
costs. 


Ladies Night At 
Manchester 


Wolverhampton 


Good Publicity 
Not Enough 


One cannot fool the public by 
good publicity of a bad product, 
Mr. J. Andrew Neatrour, publi- 
city manager, Associated British 
Cinemas Limited, told the Pub- 
licity Club of Wolverhampton. 

Whether a film was good or 
bad, he claimed, was truly tested 
only by public reaction. Stressing 
the need for good public rela- 
tions, he said that the cinema 
manager must have a regard for 
his customer; no amount of pub- 
licity would overcome discomfort 

Mr. Neatrour, who was speak- 
ing on “Film Production, Studio 
and General Publicity,” described 
the advantages derived by a tie- 
up in advertising between a firm 
producing a well known com- 
modity, and a film either in 
production or generally released. 


L. to r. Miss June Pountney, W. H. Wilde, chairman, Liverpool Pub- 
licity Club, Mrs. R. J. Walley, N. H. Booth, Mrs. Eric Schofield, the 
Hon. Denis Berry, president, Newcastle Publicity Club, Eric Schofield, 
president, Manchester Publicity Asseciation. Opnosite side of table, 


from left, J. R. Walley, Mrs. Pountney, Mrs. 
Oldham, Mrs. W. H. Wilde. 


Manchester Publicity Associa- 
tion’s ladies’ evening on Friday 
at the Midland Hotel was voted 
“one of the best ever.” Demands 
for tickets far exceeded the 295 
places available. Mr. T. k 
Pearce, advertisement manager, 
Kemsley Newspapers Ltd., and 
chairman of the social commit- 
tee, was mainly responsible for 
the excellent organisation. 

Highlights of the evening, in ad- 
dition to several hundred pounds 
worth of gifts and prizes, were 
exhibitions of ballet dancing and 
entertainment provided by a team 
of Swiss musicians and yodellers, 
as a tie-up with Manchester's 
Swiss week. 


{. H. Booth, J. H. 


| East Anglia 
Submarine Talk 


Following their decision to 
hold every third meeting at an 
East Anglian town other than 
Colchester, the East Anglian Pub- 
licity Club held their first out-of- 
town meeting at Chelmsford. 

r. R. P. Raikes gave an in- 
teresting talk on submarine war- 


are. 

Mr. C. G. Turner has resigned 
the secretaryship for health 
reasons, The new secretary 
elected was Mr. V. E. Hughes, 
Press officer of Marconi’s Wire- 
less Telegraph Co., Ltd. 


Put Me Among 
The Girls... 


The Lord Mayor and Lady 
Mayoress of Liverpool, and the 
Mayors and Mayoresses of Birk- 
enhead, Wallasey, Bootle, Crosby 
and Bebington were among the 
guests at the Liverpool and 
District Publicity Association's 
annual ladies’ night. Picture 
shows the chairman William H. 
Wilde with the Lady Mayoress 
and Mayoresses. 


ADVERTISER'S WEEKLY 


Regent 
*ISMS AND ADS. 


The future and devolpment of 
advertising design lays in the con- 
junction of surrealistic freedom 
inside the structure and thought 
of abstract design. 

This was contended by Ashley 
Havinden, director of W. S. 
Crawford Ltd., addressing the 
Regent Advertising Club. 

With the aid of slides he traced 
the development of advertising 
design from the grace and charm 
of Victorian ads. to the impinge- 
ment of surrealism, cubism, 
realism—and a host of other ’isms 
on present day design. He showed 
how advertising echoed the 
trends in the fine arts. 

He had often been accused, he 
said, of worrying too much about 
the design and not the selling 
quality of advertisements. Refer- 
ring to his work on the recent 
animated Wolsey hosiery ads. he 
admitted: “I had a lot of fun 
doing those—but the socks were 
sold out completely within three 
weeks.” 


Hull Has Full Programme For 
Silver Jubilee Conference 


A full and comprehensive pro- 
gramme has been arranged for the 
two-day conference at Hull on 
Friday and Saturday, March 9 
and 10 to mark the silver jubilee 
of Hull Publicity Club. 

The conference wil! be opened 
by the Lord Mayor of Hull. The 
first session will deal with “Publi- 
city clubs” when Arthur Chad- 
wick (London), Eric Brown 
(Leicester) and C. F. Brown 
(Hull) will speak. This will pve 
followed by “The social side of 
club life,” to be dealt with by 
Harold E. Boulter (Sheffield), 
J. W. Hallowell (Hull) and R. 
Williamson (Leeds). 

Later in the day A. E. Jones 
(North Wales), Commander Alan 
Robertson-Macdonald (London), 
Miss Whitley (Hull) and H. W. 
Smith (Hull) will speak on “The 
speaker class” and Gavin Starey 
(Oxford), Cr. A. K. Jacobs (Hull) 
and J. Newcomb (Newcastle), on 
“Club activities.” 

A complimentary dinner given 
by the directors of the Hull & 
Grimsby Newspapers Ltd., will 
be followed by a concert and 
cabaret. 

Saturday will open with 
“Closer contacts with other clubs” 
in which the speakers will be 
T. E. Townend (Sheffield), R. 
Williamson (Leeds), E. W. Booth 
(Liverpool), and E. F. Hopper 
(Hull). 

In the afternoon there will be 
an “Any Questions?” session. 
Drummond Armstrong (director, 
Advertising Association) will 
Officially close the business side 
of the conference. 

A complimentary banquet, pro- 
vided by Charles Appleton, wine 
and spirit merchant, will bring 
the conference to a close. 

Throughout the two days cock- 
tail sessions, luncheons and teas 
will be provided by: F. N. 


Gamble, managing director, Pol- 
white Ltd.; A. Spinks of Spinks 
Bros., advertising specialists; City 
Engraving Co. (Hull) Ltd.; the 
directors of Mills & Rockleys 
Ltd.; E. F. Hopper of Morisons 
Press Advertising Service Ltd.; 
Cr. A. K. Jacobs; the directors of 
Brownings Laboratory and Sup- 
ply Co., Ltd.; directors of Wm. 
Cussons Ltd; directors of 
Needlers Ltd., chocolate manu- 
facturers; and directors of Myton 
Ltd., building contractors. 
cnigentonimanniaen 


Aberdeen 
Paper Making 


Mr. J. J. Morris. of Alex. 
Pirie & Sons Ltd., addressing the 
Publicity Club of Aberdeen on 
“Paper making.” stated that the 
Aberdeen district contained the 
greatest concentration of paper 
mills in Great Britain, due prob- 
ably to its excellent geographical 
position between two rivers. 

In the evening members visited 
Stoneywood Mill (the largest mill 
in the Wiggins, Teape group), 
accompanied by guides under the 
direction of Mr. Morris. 


Dublin 
Sereen Technique 


Members of the Irish Advertis- 
ing-Press Club, at their meeting in 
Dublin last week, heard Mr. Eric 
Dane (studio manager, Theatre 
Publicity Ltd.) and Mr. Edward 
Lane (manager, film production 
unit of the same company) dis- 
cuss the technical side of the pro- 
duction of screen advertising, 
After a discussion on the tech- 
niques in ure in Britain, on the 
Continent and in America several 
examples of advertising films and 
filmlets were shown to the meet- 
ing. 
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VEWS ABO 


T PEOPLE 


Comic Strip Agency 
Opened Here 


A new art service specialising i 
comic strip work is King- 
Ganteaume Productions, London. 
It has been formed by two 
Americans, Kenneth M. King, 
public relations consultant, who 
was a newspaper editor in Cali- 
fornia before settling in London 
after the war, and Malcolm C, 
Ganteaume, art director, a New 
Yorker with wide experience in 
the U.S.A. in the production of 
comic books. Both in the pub- 
lic relations department of the 
U.S. Air Force, they first met 
while stationed near Bury St. 
Edmunds. They are now busy 
training British artists in the 
specialised technique of comic 
strips. It is proposed that 
agencies will provide the copy 
and King-Ganteaume will pro- 
duce the finished advertisements. 


* * * 


A. P. McAnally, an associate 
director of Pritchard, Wood & 
Partners Ltd. since 1947, has 
been appointed director of re- 
search to the John Lewis Partner- 
ship. Mr. McAnally, who is 
secretary of the Market Research 
Society and U.K. representative 
of the European Society of Mar- 
ket Research, joined Pritchard. 
Wood when he left the Admiralty 
in 1945 to re-establish the 
agency's research department. 
He takes up his new appointment 
on April 2. 

* * * 


Robin G. Bilson has joined & 
Allan-Cooper & Co., Ltd., as 
account executive. He was pre- 
viously with Cecil D. Notley 
Advertising Ltd. 


* * * 


J. R. Brocklebank, who is now 
back from the Far East, has re- 
signed the managing editorship 
of English Fashion Forecast, and 
also, apart from financial in- 
terests, his directorship of 
Brocklebank Publications Ltd. 
His book, “History of the Per- 
fume Bottle” will be published 
early in 1952. 


Susan Korn, space buyer with 
G. S. Royds Ltd., for 23 years, 
who recently returned from 
“emigrating” to the U.S., has 
joined the Australian Trade Press 
Agency Ltd., as office manager. 


. + ” 
Beverley Pick has designed a 
number of lampshades, for 
domestic and exhibition pur- 
poses, which are being manufac- 
tured of Chrysaline, a new 
non-inflammable material, and 

distributed by E.T.D. Ltd. 


* * * 


W. F. Dyer, Bombay manager 
of D. J. Keymer & Co., Ltd., has 
been appointed a director. 

* +” * 


Kenneth N. Pounds, honorary 
secretary of the Regent Advertis- 
ing Club, has, for personal 
reasons, found it necessary to re- 
sign office. His successor is Brian 
L. Baker. |For two years Mr. 
Baker has been chairman of the 
social committee and has been 
responsible for many innovations 
which have enhanced the Club's 
social activities. He is deputy 
advertisement manager of Truth. 

* * * 


Anthony Bentin, late of J. P. 
McNulty & Co. Ltd., has been 
appointed akcount executive and 
copywriter with Wilson Adver- 
tising, Ltd., for the B.O.P.E. 
group of accounts (J. Arthur 
Rank Organisation). 


* * * 


C. H. Bush, well known as an 
A.P. representative on the staff 
of A. W. Burnett, is away suffer- 
ing from the effects of bronchitis. 


* * * 


Stephen Tennant, sales man- 
ager of Wallis, Lindrum Limited, 
is leaving shortly for winter 
sports in Italy. After his holiday 
he will make a business tour of 
Italy, Switzerland and France, 
and meet many colour photo- 
graphers and users who are in- 


terested in Vicolor prints, a 
special! form of phctographic 
colour printing developed by 


Wallis, Lindrum Limited. 


Susan Korn 


Jack Swaab, who is in charge 
of the Overseas Department of 
Foote, Cone & Belding Ltd., 
leaves for a three weeks’ tour of 
the Middle East on March 4. He 
will visit Egypt, Syria, Lebanon, 


Jordan, Cyprus, Persia and 
Greece. Foote, Cone & Belding’s 
Overseas Department is now 


operating in 75 different coun- 
tries, and its advertisements 
appear in 40 different languages. 


* - * 
E. Freeman-Keel, advertise- 
ment manager, /J/ronmongers’ 


Weekly, has joined Walter Crowe 
Ltd., marketing distributors, as 
account executive. He was for- 
merly with the Scope organisation 
and, before the war, in the adver- 
tising department of Chanel. 

* ¥ . 

Miss Valerie Kyme ‘eft Lon- 
don last week to take up a posi- 
tion as artist and visualiser with 
Intam South Africa (Pty.) Ltd. 
in Durban. Miss Kyme, who 
comes from Hobart, Tasmania, 
was until last year employed in 
the Design Office of Cadbury's 
Australian factory. She came to 
London last autumn and recently 
has been working as a visualiser 
at London Press Exchange Ltd. 

* * * 


Max K. Adler, of Odhams 
Press Ltd. research section, leaves 
on his second lecture tour of 
Germany to-morrow (Friday). As 
before, he is lecturing on behalf 
of the Foreign Office. 


- . ” 

Vv. J. Palmer, display mana- 
ger of William Harvey of Guild- 
ford Ltd., has been accepted as 
a Fellow of the Royal Society 
of Arts. 

* * . 


Jon Hope, a former Evening 
Standard \eader writer, has been 
appointed by the Order of St. 
John to take charge of their Press 
relations. 


A. P. McAnally 


K. M. King 


Jack Swaab 


B. L. Baker 


A. R. Bentin 


Mrs. C. R. Davidson 


Valerie Kyme 


Conierence 
‘ 
Delegates 
Among the Inter- 
national Advertising 
Conference delegates who have so 
far registered from 23 countries 
are the following: 

A. G. Domenghini, owner and 
manager of I.M.A. advertising 
agency of Milan, in business for 
23 years and a member of the 
British Chamber of Commerce 
for Italy. 

C. Vorstelman, director of 
Crawford Service in Amsterdam. 

G. H. T. Johnson, managing 
director of the Gillette Safety 
Razor Co. of Switzerland, and 
a member of several Swiss pub- 
licity and commerce associations. 

Winthrop Hoyt, chairman of 
Charles W. Hoyt Company Inc., 
advertising agents of New York 
and Hartford. Connecticut. affili- 
ated with W. S. Crawford Ltd. 

Pierre Boisacq, secretary of 
the Belgian Union of Advertis- 
ing. Professor at the School of 
Publicity in Brussels. 

Jacques Hirsch, M.C., manag- 
ing director of Crawford & Dor- 
land's Paris and Brussels offices, 
a Rotarian who has been in 
business for 22 years. 


At the invitation of Sinclair 
Wood, chairman of the Youth 
Scheme Committee, Commander 
A. Robertson-Macdonald, chair- 
man of the clubs development 
committee of the Advertising 
Association and of the clubs sub- 
committee of the Conference 
Programme Committee, has now 
joined the Youth Scheme Com- 
mittee. 

First Americans tc register for 
the Conference are: Harold S. 
Barnes, director, Bureau of Ad- 
vertising A.N.P.A.; Frederic R. 
Gamble, president. American 
Association of Advertising Agen- 
cies; Charles C. Green, managing 
director, Advertising Club of 
New York: Miss _ Florence 
Gardner, executive director, San 
Francisco Advertising Club; 
Carrole B. Larrabee, president. 
Printers’ Ink Publishing Co.: and 
Paul B. West, president. Associa- 
tion of National Advertisers Inc. 

Mrs. C. R. Davidson, a director 
of Kenya Advertising Corpora- 
tion, is the first overseas woman 
delegate to the International Ad- 
vertising Conference to arrive in 
this country. With her husband 
and family she will stay here for 
a few months. 

(See Mainly Personal, page 396) 
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s will be “at home” to ‘all}i| 
advertising friends: ‘at the 


| ideal Home Exhibition 
(March oth to 3Ist) 
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These Blots Must Be 


Removed 


\ DVERTISING has enemies in high places. There are those 


on the lunatic fringe of politics who would banish it altogether 

from the nation’s commercial life. They are few. But the 
numbers of those are greater who would hinder by tariff or 
regulation the marketing of consumer goods by modern publicity 
methods. 

The case for advertising will be presented exhaustively at the 
International Advertising Conference in July. In ihe meantime, 
British advertising should do its utmost to put its own house 
thoroughly in order so that the critics’ guns may effectively be 
silenced. 

Thanks to the efforts of organisations within the industry, and 
with the aid of the various bodies representative of the publishers, 
much has been done in recent years to give British advertising 
decency and dignity. But there are still two small blots to be 
removed from the copy-book: salacious posters for cinema and 
stage entertainments, and dubious copy in some advertisements 
for patent medicines. 

There has recently been quite justifiable criticism of crude 
posters portraying sex and violence, and none are more concerned 
than the British Poster Advertising Association who have done 
so much good. It is unfortunate that a few advertisers outside 
this old-established organisation should jeopardise the reputation 
of an industry which has faced such a stern struggle for freedom— 
and even for its very existence—in the post-war era of restriction 
and regulation. 

Efforts of the Poster Association, supported by the Advertising 
Association, to bring into the fold of common-sense those 


- elements which have yet to realise their responsibilities to the 
_ industry will be warmly applauded. 


Their efforts must be 


_ successful—otherwise there will be a constant danger of further 


Government control. 

The recent influenza epidemic focused attention on the copy of 
advertisements for certain patent medicines, and there have been 
revealed certain disturbing tendencies which have given critics 
undeserved ammunition. 

The British Code of Standards for Advertising urges that 
advertisements should not contain claims to cure any ailment or 
symptoms of ill-health. This standard may be adhered to in the 
letter but certainly not in the spirit by some advertisers. Some- 
times literary acrobatics are performed to evade the best intentions 
of the bodies which subscribe to the Code. 

Leaders of the medical profession have expressed their dis- 
approval of “cure all” advertisements. And, if the offenders do 
not soon mend their ways, the politicians may step in with 
clumsy regulations. That unhappy event can be avoided if 


common-sense is applied—now. 
AND ORIGINAL 


(LEV ER SHOWCARDS 


FROM CREATIVE IDEA... TO FINISHED PRODUCTION 


CUT-OUTS 
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To-morrow’s Topics 


‘Ruthless’ Readership 


Survey Planned 


N advertisement recognition 
test applied to readers of 
women’s journals on behalf of the 
publishers of a world-famous 
periodical has produced such 
startling results that it may never 
be published in its present form. 
Some women’s magazines with 
considerable circulations and 
high advertisement rates scored 
“ducks” in the test. 

Another survey is to be carried 
out with the object of showing 
that quality in readership is more 
valuable to the advertiser than 
quantity. It is planned to publish 
this one. 

If it is a success, a comprehen- 
sive survey of the whole British 
Press may be made. Those who 
propose it say it would be con- 
ducted on American lines; it 
would be “ruthless and reveal- 
ing. 


1950 was a remarkable year for 
Press advertising with record 
spending in all types of journals. 
With reduced newsprint supplies 
and the possibility of revised 
publicity budgets for — firms 
switched to arms _ production, 
1951 is not so promisine. “The 
Statistical Review” forecasts: 
“Press advertising expenditure 
must shrink . the industry will 
have many difficulties to face .. . 
they will be surmounted.” 


Sharp Reaction To 


Foreign Ad. Ban 


LEADING article on this 

page on February 15 drew 
attention to recurring instances 
of trade journals in other coun- 
tries refusing to accept advertise- 
ments from United Kingdom 
manufacturers. 

Prompt action was urged to 
counteract this disturbing devel- 
opment. 

ADVERTISER'S WEEKLY said: 
“Is this mot an occasion when 
the Advertising Association might 
take the lead? If it is to gain 
international recognition as the 
central organisiation of British 
advertising, the Association must 
make itself felt on all fronts in 
defence of the industry.” 

Nothing has been heard from 
the Advertising Association, but 


at its next meeting the Inter- 
national Chamber of Commerce 
Commission on Advertising 
should discuss the following 
resolution which was adopted 
unanimously by the advertising 
sub-committee of the British 
National Committee: 

“In the past year there have 
been instances of discrimina- 
tion by trade and other jour- 
nals in several countries 
against publication of adver- 
tisements of goods emanating 
from countries other than their 
own. Such discrimination is 
contrary to the interests of 
international trade and to the 
principles of the International 
Chamber of Commerce.” 


Following the recent newsprint 
cut, publishers have been review- 
ing their budgets. Their decisions 
will soon be reflected in further 
rate rises and selling price in- 
creases. An important announce- 
ment may be expected from one 
of the best-selling national dailies 
next week, 

— — —- 


Fish And Films: To 


Answer Critics 


A= IVE steps are to be taken 
by the Scottish fish trade 
to rebut frequent allegations 
made by some politicians about 
comparative prices, at catching 
point and point of sale. 

The Glasgow Wholesale Fish 
Trade Association has approved 
a publicity scheme. Accurate 
information about the trade will 
be fed to the Press. 

And, if necessary, space may 
be taken to tell the truth about 
fish prices. 

Cinema interests in Scotland 
are also stirring to deal with 
their critics. The Edinburgh 
Cinema Exhibitors’ Association 
is establishing on a permanent 
basis a public relations commit- 
tee which will soon go into 
action in defence of the cinemas. 
Their activities will extend to all 
parts of the country. 


The South African Govern- 
ment is raising import quotas 
from sterling areas by 50 per cent. 
What does this mean to advertis- 
ing? Watch for enterprising pub- 
lishers in the Dominion offering 
an information service on mar- 
keting and research. 


ROUND TABLE 


| ADVERTISING DISPLAY LIMITED 


88 CHARLOTTE STREET, LONDON, W.|! 
LANGHAM 5351/2 


COLOUR PRINTERS 


| LONDON & EXETER 
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By influencing a woman to acquire what good 
taste instinctively suggests, what above- 
average means can afford, and what can be 


turned to practical account for herself and 


her home, GOOD HOUSEKEEPING offers a 


unique medium for those products which, 
on being purchased, are admired by others 


who say: ‘I must get one too!’... 


...and for such women, there’s extra 


confidence in the fact that all 


GOOD 
HOUSEKEEPING 


advertisements are guaranteed 
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THE NATIONAL MAGAZINE CO. LTD., 18/30 GROSVENOR GARDENS, LONDON, 
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Ready torch 


creative copy- 
writers. I wonder 
whether it was 
the same 80 per 
cent, and whether 
their judgment of 
advertising agen- 
cies was any more 
reliable than their 
assessment of their 
own ability. I ask 


O four-fifths of all the 
advertising managers who 


replied to the recent 
1.A.M.A. questionnaire are dis- 
satisfied with the service given 
by their advertising agencies. 
Moreover, rather more than 8 
per cent of them claimed to be 


because, in the 
last thirty-odd years, I have had 
dealings with at least fifty 
technical accounts, and I have 
not found even one of them 
served by an _ advertising 
manager whd could be relied 
on to prepare an announcement 
for the Births, Deaths and 


The County Paper of Kent 


LONDON: 
80 FLEET STREET 


HEAD OFFICE: 
MAIDSTONE 
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“Top marks this week for this Ever 
advertisement. As 
reminder advertising it is splendid; it 
is so gentle a dig in the ribs. . 
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The Advertising Manager Who 


Fancies Hlis Copywriting 


Marriages column of The Times 
without help from the girl 
behind the Classified Advertis- 
ing desk. 

Are they any the worse for 
that? Not a bit of it! Few of the 
qualities that are essential to a 
competent copywriter are neces- 
sary or even desirable in a good 
advertising manager. One should 
be able to eat no fat, and the 
other should tolerate no lean. 
One should be the engine of the 
advertising and the other the 
steering apparatus and, where 
necessary, the brakes. One should 
be responsible for naked facts 
and the other for imagination, 
interpretation, and ideas. 

As soon as you have an adver- 
tising manager who believes him- 
self to be a creative copywriter 
or designer, the agency has trouble 
on its hands. Above all, it has 
trouble because—perhaps quite 
unconsciously—such an advertis- 
ing manager selects the facts that 
he, in his opinion, considers that 
another creative man will find 
useful instead of supplying all 
the facts about the product. Then 
again, he tries to be helpful by 
listing the selling points that he 
considers the agency should in- 
clude, but does not make it clear 
that the agency is free to add to 
them or reduce them if it thinks 
fit. 

In other words, he expects the 
agency to be a_ twin-brother, 
thinking as he thinks, and writ- 
ing as he believes he would 
write “if only he had the time.” 
Before very long. unless the 
agency is very strong-minded 
indeed, it is trying to be pre- 
cisely that—trying to sink its per- 
sonality in his. And, of course. 
it is making a mess of it. 

That there must be exceptions 

perhaps quite brilliant ones—is 
obvious. But the best advertis- 
ing managers I have met have 
had just those good qualities that 
most copywriters lack. They 
have been tactful and diplomatic, 
ungrudging of praise and sparing, 
with blame. They have been 
decisive and precise and. particu- 
larly, they have been patient and 
painstaking about finding the 
answers to questions that seem 
at first glance to he fruitless. 
pointless and even silly. Some 
of the most memorable advertis- 
ing campaigns have sprung from 
the loins of questions that must. 


at the time, have seemed down- 
right daft. 

Last but not least, a good ad- 
vertising manager should respect 
the agency’s time The worst 
advertising managers I have met 
have been would-be designers 
and copywriters who spent so 
much time and energy on their 
own futile efforts that they never 
seemed able to give a clear, con- 
cise and complete briefing on 
anything, so that every job had to 
be revised several times as the 
client discovered his own errors 
of omission. 

Arising out of all this several 


Review of 
Advertising 
by 


COPYTASTER 


people, in the correspondence 
columns, have argued that the 
advertising managers’ dissatisfac- 
tion with their agencies would 
never have existed had they used 
agencies that specialise in tech- 
nical advertising, This may very 
well be the case. But I think it 
only fair to point out that satis- 
fying an advertising manager is 
one thing and producing first-rate 
advertising campaigns is another. 
Cast your mind over the six best 
technical campaigns you know, 
and see how many of them are 
produced by agencies that special- 
ise in technica] advertising! 
* * * 


HIDEOUS THOUGH it is, I think 
we must give top marks this week 
to the Ever Ready torch adver- 
tisement. One can think of a 
dozen ways of making it a more 
profitable advertisement, but if 
you accept it as mere reminder 
advertising it is splendid. 

Topical advertising as apt as 
this is quite rare. Tie-ups with 
sporting events, general elections, 
hard frosts, snowstorms, and heat 
waves have become almost com- 
monplace, and I am sorry to see 
that Shell’s idea of a Valentine 
on February 14 has been appro- 
priated by a rival. But this Ever 
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DON’T LIMIT YOUR ADVERTISING ! 
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THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 


* * FREE to advertisers and advertising agents : LONDON’S TRAVELLING PUBLIC. This publication, the first 
of a series of surveys, analyses an important market — the people who travel in the Greater London area. 
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oncerning 
the 
lephant... 


‘ It is said that the Elephant! 
F never forgets. re 
We think! this lingering 
memory is not’ peculiar to 
Elephants. 


Discerning Buyers are 
equally blessed in this 
respect. 


We submit our experience of 
40 years, for creative Displays, 
Exhibition Stands, Silk 
Screen Printing, Showcards, 
Posters, Banners, Frames, 
Cabinets, Interchangeable 
Signs. 

Quality and beauty at a 
realistic price is the formula 
of our product. 


Ask our representative to call. 


ASSOCIATED ARTCRAFTS Lw. 


PLENDER WORKS, PLENDER PLACE, 
CAMDEN TOWN, LONDON, N.W.! 


Telephone : EUSton 1416-7 
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, Review Of Advertising—continued 


| Ready advertisement is in a dif- 
ferent class altogether because it 
| has an element of surprise. Like 
a studio audience that applauds 
its own cleverness in seeing a 
joke, rather than the joke itself, 
readers of this advertisement will 
be not only amused but flattered 
—and they will hasten to recount 
their percipience to their friends. 

It was brave of the Ever Ready 
people to tackle a_ political 
theme. But this is so gentle a 
dig in the ribs, and so good 
humoured, that only the narrow- 
est of lunatic fringes could feel 
it to be an affront. 

* * 


NOTICE! 


If John Citizen will call at 

any sweetshop and ask for a 

quarter of Toffee Rex he will 

find something very much to 
his advantage. 


What have we here? Free 
gifts? A competition? A sample 
of some new line? Not a bit of 
it. My confectioner’s girl had 
nothing to offer, did not know 
the advertisement was appearing, 
and was extremely angry when I 
said that in the circumstances I 
would change my mind and have 
some Turkish Delight instead. 

That such an advertisement is 
“clever” is undeniable. Perhaps 
it sold a good many quarters of 
Toffee Rex. But is it really good 
policy to play practical jokes on 
the public? Even as a child I 
always thought that an apple-pie 
bed was a lot funnier for the 
audience than the victim. 

* * * 


How voracious 1s the public's 
appetite for encyclopedias? The 
Britannica has had at least one 
new edition since the war; 
Chambers has been completely 
rewritten throughout; and here, 
in no less a space than the half- 
page in the Daily Express, is the 
New Universal—‘“the Encyclo- 
pedia you CAN afford.” 

I thought the Chambers adver- 
tising a trifle too chaste and digni- 
fied—too typographically beauti- 


z 


Edices by SIP JOHN HAMMERTON 


NEW UNIVERSAL * 
ENCYCLOPEDIA 


< ate OF beth heme 


ee 


ful to be mutilated by the coupon 
clipper—but nobody could say 
that of the Universal's effort, 
which follows so closely in the 
tried and tested footsteps of in- 
numerable advertisements for 
books of reference that its pub- 
lishers can probably forecast the 
coupon-response within quite fine 
limits. 

Though it is not quite a knock, 
the headline is very competitive. 
To publish it and yet keep the 
price in concealment until the 
coupon has been sent is as cool 
and refreshing a piece of impu- 
dence as I have seen in many a 
long year. 

* * * 

OFF-HAND ONE would surely 
say that, like prison sentences, the 
smaller green peas are, the more 
enjoyable. But there are two 
opinions about that, and I have 
here an advertisement for Woppa 
Processed Peas—“the Largest 
Giant Marrowfats.” Accom- 
panied by a large picture of the 
can, and a slightly larger picture 
of the Dome of Discovery is this 
interesting copy: 


WHAT A WOPPA! 


LARGEST IN THE WORLD 


The giant Dome of Dis- 
covery built for the Festival 
of Britain is 342 feet in 
diameter, over three times 
the size of St. Paul's. A 
woppa, but it’s true! 

One can of Woppa Peas 
contains much protein as 
2 Ib. Bacon. Biggest for 
food value, these Giant 
Marrowfats satisfy Giant 
Appetites. Fit for a Festi- 
val. YWoppa Peas are a 
favourte. for 1951. 

Many a copywriter will shudder 
at the naive ingenuousness of 
this. But I am not at all sure 
that it isn’t rather good adver- 
tising. The headline certainly 
shocked even me into reading it, 
and I firmly believe that little 
snippets and tit-bits of knowledge 
are read eagerly by a huge public. 


te del 


rad POST THIS COUPON TODAY 
—_——— 
(Sena 4 


“To keep the price in concealment until the coupon has been sent 
is as cool and refreshing a piece of impudence as I have seen in many 
a long year.” 
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net sale in 


the world 


daily inch 
per thousand 
space rate 
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HERE is no doubt, to my 

mind, that both Nigeria 

and the Gold Coast repre- 
sent two of the best markets for 
British goods in Africa. Both 
are British colonies in the ster- 
ling area, and both have to 
import pretty well all their 
supplies of consumer goods. 

Yet it must be remembered that. 
out of a combined total popula 
tion of around thirty million, 
only about twelve thousand are 
European The main market, 
therefore, is African; and as only 
a small proportion of Africans 
can afford to buy imported con- 
sumer goods, the market must be 
a limited one. 

If you look at a map of Africa. 
you will see both these colonies, 
coloured red, facing south into 
the Gulf of Guinea But you 
will get little indication of what 
they are actually like 

There are three separate “sec- 
tions” of the Gold Coast. Along 
the coast, and stretching inland 
for about 100 miles, is the 
Colony, which contains the 
capital Accra, and the important 
towns of Sekondi and Takoradi 
The land is mostly hot, wet, 
tropical jungle—not continuous, 
but patches of water and jungle 
intermixed with tropical scrub 

In the centre of the Gold Coast 
is Ashanti, ruled over by King 
Asuntahene. The chief town is 
Kumasi, and while you find a 
great deal of dense vegetation. 
there are also low hills with some 
open ground among the scrub 

Thirdly, in the north is terri- 
tory still more or less ruled over 
by the chiefs, with more open 
ground, hilly and covered with 4 
light scrub. 


Nigeria : Two 

Distinct Areas 

Nigeria consists of two main 
parts. As on the Gold Coast, 
the Colony proper lies along the 
coast and contains Lagos, the 
capital, as well as towns like 
Pert Harcourt and Calabar on 
the coast, with the great African 
town of Ibadan about 100 miles 
inland. The same dense tropical 
vegetation is found, and it is 4 
fact that you can, from the air. 
see how almost abruptly this 
coastal area gives way to the 
scrub of the more northern 
territory. 

In the north are the towns of 
Kano, Jos, Zaria, and Kaduna 
It is hilly, with less dense vege- 
tation, and it is considerably 
cooler—Jos, in fact, is a delight- 
ful place in which to live 

The European market is a 
typically English colonial one 
People buy products to which 
they are accustomed at home 
with the emphasis, naturally 
enough, on those which are par 
ticularly suited or designed for 
the hot climate 
The African market is difficul: 
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Consumer Demand In Nigeria 


And The Gold Coast Must Be 
Created By The Exporter 


to define exactly. It is largely 
based on price, although there 
are many Africans who can buy 
as expensively as the Europeans. 
It is certainly a “trade mark” 
market, because the African 
buys almost entirely on sight. 
He likes well-known names, 
familiar packs, and will mistrust 
anything new, or anything that 
has been changed, especially 4 
trade mark. 

Probably the wholesale and 
retail trades have less influence 
on purchase here than elsewhere 
in Africa. Products are only 
stocked if there is a demand for 
them, and as so much buying is 
done by the large merchant 
houses in England, consumer 
demand has to be created by the 
exporter, and advertising is, 
therefore essential. 


Things Just 
‘Go Bush’ 


Lastly, it is, and 1 hope no one 
will be offemded at this, what I 
would call dn immature market. 
The Europeans have a name for 
this. When things go wrong in 
an altogether inexplicable way 
(and they do continually) they 
call it going “bush.” The 
Africans merely take a_ very 
simple view of life. An example 
of this is their delight in naming 
their bicycles and _lorries—l 
rather liked the one which had 
a large placard on the front 
which read “Godislove.” 

You will appreciate, therefore. 
that the advertising facilities, 
surprisingly widespread as they 
are. tend to be of rather varying 
standards. In fact, like every- 
thing else, they are apt often ‘o 
‘go bush.” 

First, there is the Press, both 
European and African-owned and 
published, and printed in English 
or the vernacular. 

The European owned and 
printed daily Press consists of the 
Nigerian Daily Times in Lagos, 
and the Daily Graphic in Accra. 
The former has a circulation of 
over 30,000 and the latter, which 
only started last autumn, about 
5,000. Both papers are in a class 
by themselves as daily papers. 

The African-run daily Press is 
fairly widespread. Taking the 
Gold Coast first, there are six 
dailies published in Accra, the 
capital. The Spectator Daily and 
its companion, the African 
Morning Post, claim circulations 
of about 66,000. The Gold 
Coust Express claims a circula- 


tion of 10,000, and in addition 
there are the Daily Echo, the 
National Times and the Gold 
Coast Daily Guardian. Up in 
Kumasi there is the Ashanti 
Pioneer, with a circulation of 
some 6,000. All these papers 
have, of course, a good African 
readership. 

In Nigeria the African-run 
daily Press is more evenly spread 


PeSSESESESOOSO SEES 


This is the last of five articles written after a recent 

visit to Africa by H. DESCHAMPSNEUFS, 

manager of the overseas department of F. C. 
Pritchard, Wood & Partners Ltd. 


limited. Nigeria has one very 
large weekly. printed in Hausa, 
which is the language of the 
people in the North of Nigeria. 
This is Gaskiva, with a circulation 
of 25,000. Lagos, and the 
district around where Yoruba is 
mostly spoken, has the weekly 
Eleti-Ofe, printed in both Yoruba 
and English, and two more 
important ones in Nigeria are the 
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over the country than in the Gold 
Coast, and there are in fact only 
two papers of this kind in Lagos. 
These are the West African Pilot 
(circulation 15,000) and the Daily 
Service (10,000). But there are 
five important dailies outside 
Lagos. These are the Daily 
Comet, published in the Northern 
town of Kano; the Southern 
Nigeria Defender, and the 
Nigerian Tribune, both published 
in the great African city of 
Ibadan; the Eastern Nigerian 
Guardian in Port Harcourt, and 
the Nigerian Spokesman in 
Onitsha 


Two Important 

European Weeklies 

In both the Gold Coast and 
Nigeria there is an important 
European managed paper, which 
appears weekly in English. tn 
Kumési, in the Gold Coast, it is 
the Ashanti Times, with a circu- 
lation of 8,000, most of which 
is European from the mines in 
that area. In Zaria, an important 
railway junction in Nigeria. 
there is the Nigerian Citizen, with 
a circulation of about 8.000. 

And again in both colonies you 
will find weekly papers in English 
which are managed by Africans. 
Accra has the weekly Indepen- 
dent, and Cape Coast the weekly 
Gold Coast Observer. Here you 
also find an important tri-weekly, 
the West African Monitor. Lagos 
has the Nigerian Statesman, with 
a 6,000 circulation on Saturdays. 
In Calabar there is the Nigerian 
Eastern Mail on the same day. 
while Port Harcourt has_ the 
Nigerian Observer on Fridays. 
The vernacular Press is more 


weekly Akede Eko and Irohin 
Yoruba. In the Gold Coast is 
the important weekly in Fanti 
called Amansuon. 

As you might imagine, most 
people read magazines sent out 
from England, but there are 
some published in English for 
West Africa. There is the weekly 
West Africa, published on 
Saturdays. There are three 
monthlies the West African 
Review, In Leisure Hours, and 
the Businessman. There is also 
an annual, published by the 
Nigerian Citizen company, called 
the West African Annual, which 
had a print order in 1950 cf 
25,000, and the Handbook of the 
Amateur Athletic Association of 
Nigeria, which accepts advertising. 

Secondly, in addition to the 
Press, there are two other impor- 
tant advertising media—cinemas 
and posters. After all, illiteracy, 
in spite of all Britain’s efforts, is 
still very high, and as | Lave said 
already, the African does buy 
largely on the appearance of a 
product, so that if he is familiar 
with the sight of it. he will buy 
even if he does not understand 
what is said about it. 

Rates for cinema slides are not 
too expensive, and films can also 
be used. There are a fair number 
of cinemas and West Africa 
Publicity. for whom Export 
Advertising Service in London 
act as agents, can handle this 
type of advertising most 
effectively. 

The same people look after 
poster advertising, and in the case 
of hoardings actually erect and 
service them. In spite of town 
planning restrictions, there are 


(Continued on next page) 
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PAKI STAN MASONS 


Mf 
Pe) amas 
_ ghitec ae 


Sole selling Agents for the 
PAKISTAN NORTH WESTERN RAILWAY 
in Great Britain 


SAE 2G RG : 
EAST 


to reach the vast potential of thirty millions additional consumer outlets in Pakistan— 
advertise on the Pakistan North Western Railway. Send for full particulars to :— 


FRANK MASON & CO.LTD. 4B 


33 Norfolk Street, Strand, London, W.C.2. Temple Bar 2044 (5 lines) 1 beg 
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For SEVEN big outlets in 
S. AFRICA % RHODESIAS 


1. The * Quality ” journal 2. The Union’s only 3. The national organ 
of the Food Trades. monthly Footwear and of the Hotel, Catering and 
Leather Journal. Liquor Trades. 

5. The finest Women’s 6, Complete coverage for 
Journal in the Southern the Union’s Furnishing 
Hemisphere Trades. 


4. Rhodesia’s Pioneer 


Trade Journal 


© © ») 


Tee ee Fee e eae 


7. The South African 
Trade Journal— 
Textile, Clothing 
and Drapery. 


Know and 
use these 


Send for 
rates and 
particulars 


SOUTH AFRICAN JOURNALS LTD. 


40, Norfolk Street, Strand, London, W.C.2. Phone: Temple Bar 8691 
Sunlight House, Quay St., Manchester, 3. Phone: Blackfriars 3169 
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Advertising’ s Night 


Tickets are going very 
fast. Hurry if you 
want to be there! 
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TICKETS 
TWO GNS. EACH 


will be allocated in strict rotation 
Apply today (enclosing cheque) to 
The Secretary, Publicity Club of London 
Publicity House, 2 Bucknall Street, W.2 


hank You! 


zinco Nickeloid Co., space Advertiser's Weekly 
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Nigeria And The Gold Coast—continued 


; Springbok 


many good large-sized hoardings 
in both Nigeria and the Gold 
Coast; but of course, they are 
fairly heavily booked up. 

It has been found that silk 
screen reproduction produces the 
longest-lasting results for the 
posters. On the railways there 
are double crown bill sites in the 
stations, where you can also have 
enamel signs, and in addition 
double crown posters are dis- 
played in railway carriages. 

Window display is not greatly 
practised because shops in 
general on the West Coast do not 
have glass windows, but consist 
of large or smail buildings with 
the goods displayed on counters 
inside—that is, well out of the 
sun. A notable exception to this 
is, of course, United Africa's 
magnificent department store in 
Lagos—the Kingsway Stores. 

Lastly, you should remember 
one or two fundamental points 
on copy for these markets. First, 
simplicity is essential—never use 
long and involved sentences. or 


long words. Secondly, you 
cannot, in my opinion, do better 
than use simple “reason why” 
copy. Then, you should not use 
words that do not appear in the 
Bible, because the African has 
been largely educated by mission- 
aries. 

If possible always try and 
introduce some local colour into 
illustrations. For example, it 1s 
so much more effective to show 
people having a drink on a 
verandah, than in a bar. The 
trade mark and an jllustration of 
the product, in its packing, should 
always be included. And finally, 
when drawing Africans, be 
careful to have the drawing 
checked locally, and always “tone 
it down” so that it becomes as 
near European as possible. 

If you do advertise well on the 
West Coast of Africa, and build 
yourself a market, you will not 
easily lose it, so that money spent 
on advertising in this part of the 
world is a really sound invest- 
ment. 


Comments From S. Africa And Egypt 


Wide-spread comment has 
followed publication of this 
series articles. Among 


several correspondents who have 
crossed swords with our con- 
tributor were these two, from 
South Africa and Egypt. 


| Johannesburg Mr. 
P. V. Rands, Transvaal 
manager of P. N. Barrett Co. 
(Pty.) Ltd., writes: 

Your issue of January 4 has 
just reached us in South Africa, 
and | feel that Mr, Deschamps- 
neufs must be corrected on some 
of the observations he makes on 
advertising in Rhodesia 

He suggests that Rhodesian 
advertising can best be handled 
from London, or through a local 
agency, and gives as his reason 
that Salisbury is 500 miles from 
Bulawayo. Surely, a more 
important aspect is that Bulawayo 
is nearer Johannesburg than Cape 
Town, also in the Union. Quot- 
ing distances, when dealing with 
Africa, is misleading. 

The executives from the lead- 
ing agencies in the Union make 
frequent trips to Rhodesia—less 
than three hours’ flying—if they 
have clients who are interested 
in that market. 

Admittedly, there are occasions 
when a slightly different copy 
approach or illustration is needed 
for Rhodesian, advertising, but 
Rhodesia is not so very different 
from the Union, nor is it a far 


distant “foreign” territory. Such 
points can be looked after 
adequately by the competent 


South African advertising agency. 

Mr. Deschampsneufs makes 
two errors of fact. The Lourenco 
Marques radio station is not 
situated at Beira, but at Lourenco 
Marques, as its name suggests. 
Radio is operated 
from Johannesburg, Pretoria, 
Durban, Bloemfontein, and Port 
Elizabeth. 


R. H. E. Earle, editor of the 
Egyptian Gazette, had this 
to say: 

Further to the article you 
published on the Press in Egypt 
and the Sudan, and the subse- 
quent letter from Mr. G. 
Turnbull, we would like still 
further to clarify the position of 
the Egyptian Gazette and the 
Egyptian Daily Mail. 

The Egyptian Gazette has a 
71 year record of unbroken 
publication and is published daily 
except on Saturday, when it is 
replaced by the Egyptian Mail 
with almost the same format. 

It is read by a large number cf 
educated Egyptians and 
foreigners and by the numerous 
Anglo-Saxon community, ‘com- 
prising thousands of British and 
American residents. This’ com- 
munity has a higher spending 
power than any other in the 
country. There is also a wide 
circulation among the British 
Forces in the Canal zone. More- 
over, since Egypt has become an 
important air junction, there is 
a large floating population which 
spends a day or two in Cairo 
en route and which buys the 
Egyptian Gazette although this 
is of more interest to world-wide 
advertisers than to local distri- 
butors; equally, there are scores 


of ships passing through the 
Canal daily which take the 
Egyptian Gazette for their 


passengers and crews. 

Finally, there is an important 
and growing number of manu- 
facturers, importers, agents and 
merchants of many nationalities 
who trade with England and who 
look to the Gazette to provide 
them with a reliable picture of 
conditions and trends in the 
country with which their business 


is bound up. 
Copies are also sold in Beirut 
(Lebanon) Damascus (Syria), 


Cyprus, Khartoum (Sudan). 
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Haat the battle of selling is to create the mood for buying 


House & Garden 


supports its advertisers 


by publishing features 
| designed to put its many 
monied readers well into 


this ‘mood for buying’ 


buying what ? 


Every sort and kind of thing 
for their house and garden, 

for the living room, for the kitchen, 

for the bedroom, for the dining room, 


for the out-of-doors, their garden. 


House & Garden—3 - Monthly 


exceeds 30,000 certified net sale monthly 


THE CONDE NAST PUBLICATIONS LTD., 37, Golden Square, W.1 
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on South 


We shall be pleased to 


* An opportunity to get 
first - hand information 


Africa... . 


answer any queries on 
current conditions—write 
or telephone to: South 
African Morning News- 


papers, 


24, 
London, E.C.1. 


Holborn, 


Telephone: Holborn}4144 


69 FLEET 


COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 
a combined net sale of 1,674,994 
copies—77 % of the total number 
of homes (2,174,379) 


Y. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.lI 
Tel. Nos. Battersea 5300 & 4886 


AUTOTYPE: (ore 


Photographic Enlargements 
__in all sizes up to 80 sq. ft. in one piece 


The Autotype Co. Ltd. Brownlow Rd. 
London, W.13 EALing 2691-2-3 


txclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 
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Lost Ground In Pakistan 


the largest sing'e exporter 

of manufactured goods to 
Pakistan, as well as the largest 
importer of Pakistani raw 
materials. This is the result, 
no doubt, of the century-old 
political, cultural and commer- 
cial relations between the people 
of Britain and Pakistan. 

“What are the prospects of the 
continuance or expansion of 
these trade relations?” is a 
question I am often asked in this 
country. 

Frankly, it is impossible to 
hazard an opinion about the 
future in a world where politics 
and sentiment rather then 
economics and reason play a 
large part in shaping international 
conduct. But Britain has decided 
advantages over the other 
countries of the world in retain- 
ing the _ initiative. British 
products have acquired in 
Pakistan a reputation for quality 
and dependability, and British 
standard specifications are in use 
in most factories and workshops. 

Commercial relations are based 
largely on personal relations, A 
large number of Pakistanis now 
in big business or holding 
responsible positions, having 
been educated in British univer- 
sities or trained in Britain’s work- 
shops and factories, have acquired 
a conscious or unconscious 
preference: for British goods. 

Other countries are, however, 
showing keenness to enter the 
competitive field for Pakistan 
markets. Some of them have 
recently secured substantial 
orders and the various advertis- 
ing media in the country 
nowadays carry a fair sprink- 
ling of their advertisements. 

Here are the essential facts 
about Pakistan which, with 
dramatic suddenness, emerged as 
a new nation on August 15, 1947. 
It has 82 million peonle. Its 
area is over 360,000 square miles. 
It is the fifth largest state in the 
world. 

Pakistan is predominently an 
agricultural country. Out of 
every ten Pakistanis, eight are 
dependent on the land for their 
existence. They produce enough 
to feed themselves, and to be able 
to buy from other countries their 
essential requirements of life. 

More than four-fifths of all 
the world’s jute is grown in 
Pakistan. Other substantial crops 
include rice, wheat, cotton and 
tobacco. Pakistan also exports 
hides and skins, sports goods and 
surgical and musical instruments 
to several countries. 

During all the three years of 


Bivins has so far been 


By 8. M. KHURSHID 
Public Relations And Publicity Officer, North Western Railway, Pakistan 


its existence, Pakinstan has had 


surplus budgets. The value of 
its exports has always just 
exceeded its imports. Its 


balanced economy is an unmis- 
takable sign of its sound financial 
position. 

At the time of its inception, 
Pakistan had practically no 
industries. It is busy repairing 
this omission. During the short 
period of three years, it has 
already succeeded in setting up 
the largest sugar factory in Asia, 


iithough Pakistan has close 
affiliations with Britain and many 
of its executives were 


here 


educated 


» many of their orders for 


goods aré going 


The 
need is capital equipment 


to foreign com 


petttors. countrys greatest 
here 
is an opportunity for recovering 


some of the lost marketing ground. 


a number of textile mills, a 
cigarette factory and several 
other small-scale industries. It 
will be many years, however, 
before the country is fully indus- 
trialised. 

In the meantime, most of its 
capital requirements and con- 
sumer goods — ranging from 
tractors to tube wells, from motor 
cars to prams, from nail polish 
to boot polish—must continue to 
be imported from abroad. 

The principal imports of 
Pakistan are cotton and yarn 
manufactures, machinery of all 
kinds, vehicles, oil, coal, sugar, 
chemicals, drugs, and consumer 
goods of various descriptions. 
The normal intake of foreign 
sea-borne merchandise amounts 
to about £12 million a year. 

Apart from normal trade 
opportunities, however, the future 
holds great possibilities for 
people of initiative and enterprise. 
The whole of Asia is on the 
march. Big things are happening 
in that part of the world. 

Having newly found their 
freedom and fired with deter- 
mination and enthusiasm, the 
Asian countries are going all out 
to make a supreme effort to raise 
their standards of life. The 
Commonwealth nations have 
pledged themselves to co-operate 
in this task which is recognised 
as a pre-requisite to the main- 
tenance of democratic ideals and 
institutions and of world peace. 
I refer to “The Colombo Plan 
for Co-operative Economic De- 
velopment in South and South 
East Asia.” which has recently 
been drawn up by representatives 


(Continued on page 380) 
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THE LANSBURY SITE 


THE MUNICIPAL JOURNAL and PUBLIC WORKS new market place and shopping centre (designed by Mr. 
ENGINEER of April 6 will contain a special supplement Frederick Gibberd, F.R.I.B.A., A.M.T.P.L). The 
on the 1951 Festival of Britain live architecture exhibition supplement, which will also be available in booklet form, 
at Poplar, London, E. Work is now well in hand at this will be read with particular interest throughout every 
site where the London County Council is reconstructing department of local government, as the} LANsBuRY 
on a bombed area a new neighbourhood to be known as project represents all that is best in modern architecture, 
LANsBURY. These photographs show an aerial view of and will show to the world the future trend of municipal 
the Metropolitan Borough of Poplar and a corner of the design in Great Britain. 


Inset photograph Aerofilms Ltd. 


The publishers wish to thank the London County Council for their invaluable co-operation in the production of the 
LAaNsBuRY supplement. 


The MUNICIPAL JOURNAL and PUBLIC WORKS ENGINEER, 3/4 Clement’s Inn, Strand, LONDON W.C.2 
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{ | 
THE {INDUSTRIAL NORTH-EAS?. 


eWear to share 
in £21,000,000 
Tanker Order 


Sunderland's share in the £21,000,000 order announced 
by the British Tanker Company is four vessels of 64,000 
deadweight tons. Shipbuilders at Sunderland are now 
obtaining the full quota of orders for big tankers. 


Advertise to Industry 
in the 


SUNDERLAND ECHO 


and 


NORTHERN DAILY MAIL 


WEST HARTLEPOOL 


THE COVERAGE OFFERED BY THESE 
NEWSPAPERS EMBRACES ONE OF 
BRITAIN’S FINEST MARKETS 


LONDON OFFICE: 85 FLEET ST., E.C.4 Telephone: CENtral 2845 
Members of the Audit Bureau of Circulations since 1932 


There is 50 


Exhibition Service. We design wanes behin 
an 


d the Piggote 


r ibition 4 construc 
requirements¥of jj - and agricultural home Sands for) 
_ advertising agents). of firms and organis on ~ 

‘ ‘ations (or) 


Save" 
e © yourself a jot of time, w 


Exhibition De orry and expense—>j 
Dartment Bish ring Mang, er, 
* Bishopsgate 48s] packs’ 


PIGGOTT Be noe 


Official Contractors to al! principal exhibitions 


220/226 Bishopsgate, London, E.C.2. Tel. BIShopsgate 4851 
Piggott also supply :{ Street Decorations, Flags, Flagstaffs, Tents and Marques 
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Commandos Spearhead 


This Sales Attack 


By HAROLD CHAMPION 


How a specially trained sales 
force tours overseas markets, 
reinforcing agent’s efforts, and 
how this plan fits into the 
overall sales pattern is describ- 
ed in this article. The firm 
responsible is Victor Products, 
Wallsend-on-Tyne, makers of 


mining equipment. 
OU can learn a lot about 

a firm’s conception of 

public relations at its very 
reception desk. I should take 
a lot of talking out of the poor 
view I would take if the recep- 
tionist was slovenly, nonchalant, 
“snooty” or just plain stupid. 
Any firm prepared to spend 
money on its literature, outside 
representatives, advertising and 
so on, while overlooking good 
reception methods, has not, I 
think, gone to the root of the 
matter. 

It is equally true that em- 
ployees working at their 
machines can let the cat right 
out of the bag—that phoney 
show of eagerness when the boss 
passes by, that ominous atmos- 
phere of relaxation when his 
door at last closes behind him! 

Casualness in office or works, 
off-hand treatment at the recep- 
tion desk, a “no-time-for-you” 
attitude on the part of the 
management, all these things are 
reflected inevitably in a firm's 
relations with its public. 

What, after all, are public re- 
lations but individual relations 
writ large? 


Good P.R. 
Policy Essential 


All this I reflected upon when 
I visited the works of Victor 
Products, of Wallsend-on-Tyne, 
and reflected upon happily. For, 
from the time I entered their 
door until their managing direc- 
tor, after a cordial and unstint- 
ing interview, speeded me on my 
way with a cheery smile, I 
realised that here was an organi- 
sation which knew much about 
good public relations and re- 
garded a sound public relations 
policy—which phrase I take to 
mean all those ways, whether 
Press advertising. publicity, per- 
sonnel management or salesman- 
ship by which an organisation 
impinges on its public—as fun- 
damental to success. 

The company produces min- 
ing equipment. Its most recent 
product is an electric hammer 
drill. Enormous pains were 


taken to make this powerful unit 


technically perfect. A consider- 
able proportion of the first tools 
were put through the most ex- 
acting tests, and the company 
had organised a daily check on 
all picks out on trial. 

Victor Products show the 
same thoroughness in all their 
wide range of mining equip- 
ment, so it came as no surprise 
to me to learn about the infinite 
pains and elaborate methods 
used in the sales and publicity 
fields overseas. It should be 
noted that the company plans its 
sales and publicity campaign to 
cover the whole world outside 
the Iron Curtain, wherever coal 
exists. 


Hand-Picked 
Agents Only 


Much care has been taken in 
the appointment of agents. Each 
one is hand picked; and, having 
been appointed, is trusted to do 
his job without undue interfer- 
ence from headquarters. Most 
of them carry stocks, more than 
£100,000 worth in all being 
warehoused throughout the 
world. 

Though the firm does not ad- 
vertise extensively at home, some 
£6,000 is appropriated for the 
use of agents in promotion of 
business. Wide latitude is given 
them and it is within their dis- 
cretion whether the funds placed 
at their disposal are used for 
Press advertising, displays, enter- 
tainment or in some other way. 
Each is supplied with technical 
literature from the home base. 
and stereos are supplied free of 
charge. 

In all this there is, perhaps, 
nothing unique. But, in addi- 
tion to local sales drives con- 
ducted by the agents, special re- 
presentatives of the company 
constantly tour the markets to 
give technical advice on the 
operation of eavioment, to re- 
medy faults if they emerge and 
to act generally advisers and 
salesmen. 


Shock Troops 
Of The Sales Force 


They are known by the com- 
pany as “commandos” and this 
aptly describes both their 
character and function. Each 
man is put through a searching 
course both in the works and in 
the pits. Then they are sent 
overseas on tours of market 
appreciation for about nine 
months in each year, finally re- 


(Continued on page 380) 
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THE STORY OF THE 


Thousand and Iwo 
eee ‘Tycoons SPE 


(unexpurgated) 


TIME-LIFE INTERNATIONAL have just conducted, through Research Services Ltd., 
a readership survey in Great Britain. They picked at random 1,002 directors 
of principal companies in the United Kingdom. They gave them a list of 35 
British national and U.S. export periodicals (humorous, hearty, smart, illustrated, 
political, technical, digestive), put questions and analysed the answers. 


The tycoons were asked: 


Which of these periodicals do you receive regularly ? 
The Economist came 4m 


Which of them do you read regularly ? 
The Economist came 2na 


If you could have only one or two of these periodicals—which 
one or two would you want above all others ? 


The Economist came Is 


RASeRraga'syp Hyp Poy 


The Economist is the favourite periodical of Britain’s business and industrial leaders. 
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If that is the market you want—this is the medium you need 


The Economist 22 RYDER STREET, LONDON, S.W.1 
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PRINCES 
PUBLICATIONS 


Cover all important fields of engineering 


PRESS 


| THE == 


> erence 


CONSULTING 
ENGINEER 


Ounna wGrmwene 


STRUCTURAL 
ENGINEER 


THE JOURNAL OF The 
INSTITUTION OF STRUCTURAL DroTemRS 


Telephone: VICTORIA 6423/4 


HOD BTS Oe 


TT : 


Suerte sore eee 


Apply General Advertisement Manager for further information 


PRINCES PRESS LTD. 


147 VICTORIA ST., LONDON, S.W.1 


EXPORT MARKETING 
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Commandos Spearhead This Sales Attack—continued 


turning to Wallsend to report. 
Their contacts all over the world 
make it possible to build up an 
invaluable dossier of every 
customer, while the history of 
every item of equipment in the 
customer's hands is compiled 
and annotated. 


The “commandos” are 
equipped with a_ recording 
machine by means of which 
the material parts of conversa- 
tions with customers are 
electronically recorded and sent 
back to head office. 

It has been found that the ad- 
vantage of this method over the 
writing of long reports is enor- 
mous. It has proved especially 
useful, when a client visits the 
Wallsend works to conclude a 
contract, to play back what has 
been said during the preliminary 
conversations in the field 

To return to that special as- 
pect of public relations referred 
to at the beginning of this 


article—the firm’s relations with 
its staff. 

Much importance is attached 
to the fact that management and 
workers are on the friendliest 
possible terms, and this is re- 
flected in the admirably pro- 
duced monthly staff magazine. 
This strikes a nice balance be- 
tween the inspirational type of 
matter familiar in comparable 
American publications and per- 
sonal news of members of the 
staff travelling throughout the 
world. 

Executives and workers are 
systematically referred to by 
their Christian names in articles 
contributed by the directors, and 
information is given about new 
products and sales progress. 

The result is a document 
which helps to cement the feel- 
ing that every member of the 
firm, from managing director to 
cleaner, is making an essential 
contribution to the common 
cause. 


RECOVERING LOST GROUND IN PAKISTAN 


of all the Commonwealth 
countries. 

According to this plan, 
Pakistan will spend, during the 
course of the next six years, over 
£260 million, mainly on the 
improvement of its: 


Approx. 

= 
Agriculture - 
Transport and com- 

munications - - £53 

Industry and mining - £49 
Fuel and power - - £47 
Social welfare - - £20 
Technical training - £9 
Under the scheme large 


barrages will be built and tube 
wells sunk, mechanisation of 
agriculture will be speeded, jute 
mills, textile mills and paper mills 
will be set up. Sugar, pottery, 
gas, chemicals and fertiliser 
industries will be developed. 

Power for these industries will 
come from 12 new hydro-electric 
stations. Coal production will 
be raised by improving capital 
equipment and the use of modern 
methods. 

The transport and communi- 
cations system of the country 
will be thoroughly rehabilitated 
and considerably extended. 
Hundreds of new diesel-electric 
and steam locomotives, carriages 
and wagons of improved design, 
and much new workshop 
machinery, track, signalling and 
all kinds of railway equipment, 
will be needed. Port facilities 
will be extended and telephone 
and telegraph services expanded. 

Plans for the improvement of 
social services give high Priority 
to education at home and training 
abroad, the provision of technical 
institutes and research labora- 
tories, building and equipment 
of hospitals and dispensaries, 
static and mobile, the develop- 


(Continued from page 376) 


ment of new residential areas and 
townships. 

A major portion of this 
money will have to be spent 
abroad for importing much 
needed capital equipment. The 
comparatively small portion 
which will be spent in the 
country will help to raise the 
purchasing power of the 
masses, and this in turn will 
necessitate further imports of 
consumer goods to prevent the 
spread of inflation in the 
country. 

Here is an opportunity for the 
British trader, as well as the 
British manufacturer and indus- 
trialist, to develop a growing 
market. Here also, is a challenge 
to the skill and the ingenuity of 
the British advertiser. 


EXPORT BRIEFS 


Following a new _ currency 
agreement between the U.K. 
Government and the Government 
of Finland, the Austin Motor Co. 
has become the first British auto- 
mobile firm to sign an under- 
taking with the Finnish Govern- 
ment for the supply of trucks 
and cars to that country. 
- * 

A simple but __spractical 
approach to selling furnishing 
fabrics on the American market 
is the Hill Brown Ltd. American 
catalogue of printed linens which 
is being mailed from Hill Brown's 
offices in America to a special 
list of wholesalers and retail 
stores. It was designed by T. B. 
Browne Ltd. 

* . * 


The Association of Swiss 
Advertising Agencies has pub- 
lished a small booklet explaining, 
in English, the role of Swiss 
agencies. 
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LETTER FROM INDIA 


G. H. GATES-REED, M.I.A.M.A., examines the 

penetrative power of vernacular weekly and monthly 

magazines in up-country areas of a continent where 

transport difficulties prevent a really strong daily- 
paper coverage. 


HE value of well estab- 

lished vernacular weekly 

and monthly magazines 
continues to be brought home 
to me the more [ utilise them. 

There is little doubt that the 
ability of these publications to 
penetrate up-country areas, a 
facility which the daily paper 
from the main city cannot really 
share because of transport and 
distribution problems, gives them 
a very strong coverage. It also 
ensures that they are appreciated 
by readers in the remote but still 
important towns and communities 
where local publications are 
parochial and of limited appeal. 

Keyed coupons still continued 
to reach me from two insertions 
made in a Tamil publication in 
September 1946. Ananda Vikatan, 
the Punch of Southern India, cer- 
tainly seems to have Punch’'s 
staying power. 

Particularly in Tamil are there 
many such magazines, Kalki, 
Kalaimagal, and Dinamani Kadir 
being the leaders. 

The support they receive is 
further emphasised by the fact 
that although I am happy to offer 
my voucher copies to one or 
other of the South Indians who 
work as stenographers in my 
Calcutta office, they do not 
require them, as they are already 
subscribers to these publications. 
The journals are “news from 
home.” 

A further feature of these pub- 
lications, and of those in other 
vernaculars, is the “holiday” 
supplements which anvpear, with 
particular reference to the Pujah 
and Dewali holidays. Some of 
these are priced as high as Rs. 4s. 
(6s.); they always run into well 
over 100 pages and are lavishly 
illustrated. ' 

I analysed the advertisements 
in one of the Tamil Dewali 
numbers and, simply to indicate 
trends, I quote a few figures. 

There were 122 advertisements 
of all shapes and sizes in this 
200-page production. Of these, 
56 were entirely in Tamil. They 
referred mostly to patent 
medicines, local banks, insurance 
companies, etc. Fourteen adver- 
tisements were entirely in 
English. The balance of 52 were 
mainly in Tamil, but either in 
the design or in the display of 
the advertiser’s name in the trade 
mark or on the package illustra- 
tions, English words appeared 
somewhere or another. 

Twenty-seven trade marks 
were in English; these included 
such world famous marks as 
those of H.M.V., Philins Radio, 
and Brooke Bonds Tea (“two 
leaves and a_ bird”). Pack 
designs conveyed the origin of 
the advertisement to non-Tamil 
readers in the case of 17 displays; 
tooth pastes, hair oils, ete. 


figured prominently among these. 

What did. emerge from this 
smal] survey, and others that 1 
have conducted, is the dearth of 
good vernacular logotypes for 
product names. Certainly, that 
is not a problem to be answered 
from outside India, but it should 
be borne in mind when campaigns 
for this country are being 
planned. Obviously, a_ local 
artist with a strong knowledge of 
the vernacular script will have to 
be employed to produce such 
logotypes. There really is great 
scope here. Lack of display 
faces in vernaculars is a problem 
which publishers in these many 
languages are continually facing. 


* * * 


TUDY of the new Bennett 

Coleman venture in Hindi, 
Dharmayug, reveals this paucity 
of good display type faces. 

This Hindi weekly, very similar 
in conception and make-up to the 
English language /J/ilustrated 
Weekly of India, is bound to 
build up an all-India circulation. 
It is surprising that although 
Hindi is to be the national 
language, there are no magazines 
at present published in Hindi 
which can really claim a nation- 
wide circulation of any conse- 
quence apart possibly from the 
Hindi version of the Radio Times, 
Sarang. Presumably, in the very 
near future, the publishers of 
Dharmayug hope to rectify this 
deficiency. 

* * * 


HE latest development in 

commercial radio in the East 
is the implementation of plans 
which have been in formation. for 
some time now to operate a 
commercial division of Radio 
Ceylon. 

The development is now in the 
hands of a _ very. capable 
Australian whose experience of 
commercial radio in his home 
country is extensive. 

This project will fill a very 
large gap in the listening facilities 
of many thousands of Indians and 
Europeans in this part of the 
world who like occasional pro- 
grammes of “Westernised enter- 
tainment.” Little of this has been 
available since the closing down 
of S.E.A.C., and the very natural 
trend towards the Indianisation 
of All India Radio programmes. 

With reference to Radio Goa, 
one or two of the smaller publi- 
cations in India carry the week's 
programmes, and there is no 
doubt that interest is being built 
up slowly. One of the great 
difficulties of radio listening in 
India, particularly to overseas 
programmes, is continual inter- 
ference from fans. This is by 
no means an_ insurmountable 
problem but one that most homes 
have not yet tackled adequately. 
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If you'd rather nobody knew what you were doing, 
then yours is the sort of business we can’t help. Our ‘signature’ 
papers, for instance, would be no use to you, because they get people 
known . . . quietly, insistently, widely. A signature paper is an 
individual box paper, designed and printed by us, wihfich carries 
your name or monogram or trade mark or slogan. Symbols ex- 
pressing confidence in your products and identifying them in the 
long journey from factory through wholesaler to retailer and at 
the point of sale. 

Apart from the initial cost of printing and/or embossing rollers 
prices are on the same basis as for stock ranges. 


SANDERSON 


make 


Signature papers 


$2/53. BERNERS STREET, LONDON, W.1 
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ADIO is primarily a 

source of entertainment. 

Only when it is regarded 
as such can it be used effectively 
to sell goods. While providing 
news, information and time 
services, the radio receiver gains 
its regular and loyal audience by 
virtue of the entertainment that 
comes out of the loudspeaker. 
More than any other medium, 
radio has brought the showman 
into private enterprise because 
nowhere other than in radio is 
showmanship an appreciated 
and needed attribute. 

Consider a sponsor with a 
show ready for broadcast. He 
now has to consider the best 
means of selling his merchandise, 
using the programme as a vehicle 
for the selling. While doing this 
he remembers that he is going to 
entertain his listeners first, then 
start selling his product. He has 
a specified time at his disposal in 
which to do this selling and 
usually this time is more than 
ample for the job, if the method 
used is right. 


One Or Two 
Products Only 


First, he must choose the theme 
of the advertising. Which pro- 
duct is it to sell? To advertise 
different products during each 
show would be confusing and 
wasteful. Each programme should 
feature one or two products only. 

Once this theme has been 
chosen then the advertising man 
can go to work and give his streak 
of showmanship full play. 

From information about the 
station’s listeners, and from his 
knowledge of his product, the 
sponsor can mould his message 
which should be written to suit 
the market as well as the show. 

With the market defined and 
the theme selected, he can pro- 
ceed to the next step: to deter- 
mine just how the message is to 
be presented. 

Will the sponsor use a man’s 
voice or a woman's voice ofr 
both? This depends on the pro- 
duct. However, everything. other 
than very personal women’s mer- 
chandise, can be entrusted to the 
male voice. which has proved 
more flexible in putting sales an- 
nouncements across. 

Sometimes, though, two voices 
can provide contrast, especially 
when the question and answer 
technique is employed. Jn any 
case, the male voice should he 
used for the final selling words. 


COMMERCIAL BROADCASTING OVERSEAS 


If You Want 


To Make A Success Of 


Your Sponsored Programme... 


By Russeit Becker 


of Overseas Rediffusion Ltd., who, before leaving 
Australia recently, had done nearly every job 


commercial radio there 


script writing and 


In dramatised announcements 
where more than one voice is used, 
predominance should be given to 
the male voice. 

Next comes the question of 
whether or not sound effects are 
to be used. Effects can be used 
to build closer attention or to act 
as an introduction. They should 
be easily identified. Any doubt 
as to their identity leaves the 
listener in & quandary when re 
should be fixing his mind on the 
spoken word. 

Moreover, they should not be 
used just for “decoration”; they 
should have a purpose. Listeners 
come to distrust sounds inexplic- 
ably thrust upon them, just as 
they come to recognise and ignore 
those which are used too fre- 
quently. Effects (and this category 
includes music) accompanying an 
announcement, i.e.. “behind” or 
“under” the spoken words, can 
distract the listener and _ lose 
much of the value of the words. 

Announcements strategically 
placed in a programme seldom 
need anything but voice, and only 
when other sounds can make the 
selling message more effective 
should their use be considered. 

Deciding just who is to do the 
selling is an important part of the 
scheme. Local announcers have 
advantages that should not oe 
overlooked. Audiences tend to 
have faith in familiar voices and 
have even been known to buy 
products just because a local an- 
nouncer advertised them. 

Also, the local announcer can 
incorporate last-minute price or 
distribution changes in his com- 
mercials. This ensures that copy 
is always up-to-date. 


Recorded 
Programmes 


Recorded advertisements, how- 
ever, have many good points and 
their use by British advertisers is 
increasing. The advertiser, wher- 
ever he is, can exercise control 
over the manner in which the 
message is broadcast. He can em- 
ploy sound effects, too, whereas 
use of, the local announcer usu- 
ally excludes this possibility. 

Many of the rules which govern 
the design of published advertise- 
ments are observed by the creator 


could offer, including 
selling air time. 


of radio commercials, as they are 
called. Perhaps the most impor- 
tant of these are simplicity and 
easy understanding The com- 
mercial must sound right. If it 
doesn't, then it’s not going to do 
the job well. 

Length of the radio commercial 
depends on the effect which the 
advertiser wishes to make. Nor- 
mally, involved announcements 
lose some audience after the first 
half minute Advertisers who 
think that they have to use the 
maximum time are in the same 
boat as newspaper advertisers 
who think that there should be 
no white space in their disnlays. 
Nevertheless, long commercials. 
especially dramatised ones, can 
sustain interest if they are written 
with the principles outlined above 
kept in mind. 


Show Before 
Commercial 


Now that the programme is 

ready, and the commercials pre- 
pared, there only remains the 
problem of placing the latter in 
the programme. Here again 
showmanship must dictate the in- 
dividual solution to the individual 
problem. There is one general 
principle, however, which may 
help. The commercial should 
never interrupt a significant part 
of the programme. The show 
must come first. 
_ Perhaps the best example of 
interruption of a programme was 
provided by the sponsor of a 
football commentary. He _ in- 
sisted that a mention of his pro- 
duct should be made at a fixed 
time—which hapnened to be just 
as a goal was being scored! 

While emphasis has been 
placed on the commercials in the 
preceding paragraphs it should 
be borne in mind that these make 
up a small fraction of the spon- 
sor’s time. Even so, it is generally 
best to keep all advertising separ- 
ate from the content of the show. 
Any attempt to infringe on the 
programme with a message, how- 
ever subtle. is immediately de- 
tected by the listener and some- 
times earns his distrust. 

This is not to say, though, that 
mention cannot be made. One 
national advertiser in Australia 
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® Remember that the first 
job is to entertain. 


© Keep advertising out of 
the show itself. 


® Don’t forget that time 
set aside for commercials 
is normally quite ade- 
quate to put over the 
sales message. 

© Choose no more than 
two products to be fea- 
tured in one series. 

@ Let your advertising 
man’s showmanship put 
over the sales message. 


marketing razor blades had the 
brand name of his product and 
those of other advertisers openly 
used in sketches in his radio pro- 
gramme. But the job was so skil- 
fully done that the effect was 
always entertaining and, in build- 
ing sales, most successful. 

The sponsor who earnestly tries 
to entertain his listeners and then 
makes use of the proved means 
of selling achieves success. He 
remembers that radio entertains 
and then sells, and he follows 
this principle al] through his 
radio advertising. He is the type 
of advertiser who will benefit 
most from the medium. 


Two Join Board Of 
Lourenco Marques 


David Davies and Edgar Blatt 
have joined the board of Daven- 
port & Meyer (Pty.) Ltd.,. com- 
mercial managers of Lourenco 
Marques Radio. Davies has been 
chief announcer for the last four 
years and will continue this func- 
tion. Blatt built up the B.B.C. 
London’ Transcription Service 
during the war and later joined 
Ted Kavanagh Associates Ltd. 


Full Time In Eire 


Radio Eireann is fully booked 
up for this year, and there is a 
long waiting list of firms seeking 
time for sponsored programmes. 
There is very little likelihood of 
any of them being accommo- 
dated until such time as the new 
studios, which are now in course 
of construction, are completed. 

Radio Eireann stipulates that 
firms sponsoring programmes 
must be 51 per cent Irish con- 
trolled. 
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Sponsored Radio 


opens up great new 


Commonwealth Market 


RADIO CEYLON offers you 
Great Market Potential 
Intelligent Programme Planning 
Responsive Audience 
Low Rates 


IN CEYLON, INDIA, PAKISTAN, AND 
SOUTH-EAST ASIA 


In addition to the domestic Ceylon service described 
in this announcement, Radio Ceylon—the most 
powerful transmitter in the Asian and African 
hemispheres—offers advertisers a unique coverage on 
two long range beams. One covers India and 
Pakistan, the other South-East Asia. Millions of 
people to whom “the Spoken Word” is the only 
effective sales message can be reached over a vast 
area by a carefully planned, economical campaign. 
Enquiries for rates, programme availabilities and 
any other information should be made to the Director 
of Advertising at Carlton House. 


“The Spoken Word” now sells 
in Ceylon 


Radio Ceylon, which is owned and operated by the Ceylon 
Government gives advertisers the unique coverage offered by the 
powerful war-time SEAC station. Now it offers a concentrated 
domestic coverage of the island. 

Two wavelengths are used—medium on 229 metres, short on 88 
metres. Between them, they give complete coverage of the island. 
Daytime broadcasts are from 7.15 a.m. to 1.00 p.m.; evening 
broadcasts from 5.00 p.m. to 10.15 p.m. 

Advertisers have the choice of three languages—English, 
Sinhalese and Tamil. 

Ceylon, vigorous and prosperous Dominion of 6,700,000 people 
is a great potential market for British exports. It is a market most 
easily and effectively reached by “The Spoken Word”. The people 
have already shown that they are keen listeners as well as keen 
buyers. 

For instance, on one morning record request programme recently, 
no less than 102 names had to be mentioned to deal with the 
overwhelming rush. Another listener request programme has 
been extended from a half-hour to one-and-half hours each 
broadcast to meet demand. 

Yet rates for this new service are surprisingly low. British and 
local advertisers have already made substantial air time reservations. 

Full details of this new domestic Ceylon service, with programme 
times and rates, and programme production advice and facilities 
available both in London and Ceylon, can be obtained from the 
exclusive U.K. representatives, Overseas Rediffusion Limited. 
Please write or telephone the Director of Advertising at Carlton 
House. 


Let RADIO Sell YOUR Goods through OVERSEAS REDIFFUSION 


IN AUSTRALIA : BARBADOS : BERMUDA : BRITISH GUIANA >: CANADA : CEYLON : HONG 
: INDIA : JAMAICA : MALAYA : MALTA : PAKISTAN : SOUTH AFRICA  » TRINIDAD. 
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OVERSEAS REDIFFUSION LIMITED ~- Carlton House - Lower Regent Street * London S.W.1 


Whitehall 0221 
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oo POSTER SITES 
sow’ BULLETINS 


Serving — and 
Stimulating — the 
Public Interest 
HARROW BILLPOSTING COMPANY. 


H, E. ORME LTD. 


r 
“For Greater London &Surrey Campa‘gns” 


Croydon 
Times 


SERIES 
Tel. Croydon 3434 


| HIGH ST., CROYDON 


T° MA 
°RD STREET Wy 


PRINTING 


AT ITS BEST 


Weare in a position to undertake the production of an estab 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 


TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 - 1002 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HANDWRITTEN OR SILK SCREENED 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27. BOSTON ROAD. HANWELL W? 
ai 9908 4ai 9308 
Pers a! Ace ° a quires & Prod 
Complete & Guaranteed Service 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy service 
is second to Our speed is 


that is to none.... 
your asset. 
for QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


nthe Fullest Sense 
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Face Value: Smiles From Display 
Cards Help To Popularise Radio 
Shows, Have High Readership 


By A Special Correspondent 


As with other forms of advertising, radio campaigns must be 


clinched at the point of sale. 


Showcards in the retail shop 


have vivid reminder value when linked with an advertisement 


so alive as a radio show. 


Merchandising has been carried to 


the length of naming a product after the sponsor's commercial 
programme! 


S well as being an item of 

entertainment, a sponsored 
radio programme can also be 
regarded as an item of merchan- 
dise. 

Having an individuality and 
personality of its own, the radio 
programme lends itself to full 
exploitation by the advertiser. He 
finds an important place to do 
this is in the stores where his 
product is sold. It is here that 
listener turns buyer. 

Display pieces announcing new 
programmes, programme changes, 
or featuring photographs of per- 
sonalities have high readership. 
The customer is interested be- 
cause the display is telling him 
about an entertainment. He sees 
what the owners of the voices he 
hears look like; he can even see 
photographs of an actual broad- 
cast. 


Another Buyer 
Is Influenced 


With the brand or sponsor's 
name tied in on the display piece, 
you have reminded another 
listener and influenced another 
buyer. That is really a strong 
sales impression. 

Personality and news interest of 
this type of display attract the 
retailer. They have high favouf 

with him and usually have the 
samings of good positions in 
the store or shop, on the counter 
cr in the windows. All advertisers 
want and encourage this retailer 
acceptance. 

Radio advertisers should use all 
the techniques at their disposal! 
for exploiting the point of sale 
medium to the maximum. When 
the listener walks into a store, let 
him be greeted by the cheery face 
of a radio.personality smiling at 
him out of a display card. The 
next thing he sees will be the 
packet the star is holding in his 
hand. This is the sort of reminder 
the listener likes and under- 
stands. 

Arranging the point of sale dis- 
play is a four party affair. The 
advertiser and his advertising 
agent have the co-operation of 
the broadcasting station as well 
as that of the people who produce 
the programme. The latter pro- 
vides the “raw materials,” the 
photographs and news items that 


go to make the display eye- 
catching and interesting. 

The many and varied ways an 
advertiser can merchandise his 
programme at the point of sale 
are only limited by the craft of 
his display experts. These experts 
working with all the others in- 
volved in the campaign can 
create and fashion display pieces 
that both promote the programme 
and the product and increase the 
advertiser's goodwill. In all this, 
too, the advertiser knows he will 
have a large measure of help 
from the retailer. 

One chocolate manufacturer in 
an overseas market brought out a 
special line named after his radio 
programme. He completed the 
merchandising scheme with a 
comprehensive display, at all his 
retail outlets, which resulted in 
more listeners to his programme 
and greater sales of his products. 
An oil company took advantage 
of poster space at garages to pro- 
mote its radio show, In this way 
the advertiser reached a _pre- 
selected market with the object 
of building up the audience for 
his institutional programme. 

S>onsors are becoming increas- 
ingly aware of the importance of 
point of sale display in merchan- 
dising their radio programmes. 
They know that this goes a long 
way to making more effective 
programmes and _ consequently 
more effective selling campaigns. 


‘NOT ENTIRELY 
ALTRUISTIC’ 


Believing that ignorance of how 
to use radio to the best advantage 
is their greatest enemy, John 
Davenport and Richard Meyer 
(of Davenvort & Meyer, commer- 
cial managers, Lourenco Marques 
Radio) have published How to 
Get the Most Ouz of Radio Ad- 
vertising in South Africa. 

In the 24 editorial pages, the 
subject is excellently covered for 
newcomers to commercial radio. 

There is no mention of 
Lourenco Marques. Yet, as 
the authors frankly admit, their 
object in publishing the booklet 
is not “entirely altruistic.” A 
proper understanding of the 
medium they say must be of 
benefit to the medium—and to 
the sponsors. 
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When you need— 


Kodatrace Kodatrace provides a quick and 

easy method for adding lettering to 

line illustrations. Perfect 

positioning is simple and can be We would like to put 

visibly checked over original. our many years of ex- 
Colour Line blocks may be prepared with perience in making 
Separation Kodatrace overlay in position, or 

wood, metal, wrought 


for 
SUPER- 
IMPOSED 
LETTERING 


by stripping-in as required. 

And the original artwork, 

being free of lettering, 

may be used for other purposes, 
or with other overlays. 
Kodatracing is the modern studio 
technique for colour line 
separations, line reversals, 

line drawings from photographs, 
retouching, silk screen 
negatives, etc. 


iron and plaster display 
units, sales aids and 
wrought iron stands at 
your disposal. Let us 
call and work out with 
you the practical side of 
your problem as we 
have done for such firms 
as Gillette, Waterman, 


Winsor & Newton, 
Wilkinson’s Razor, 
Eagle Pencil Co., and 
many other equally 
famous names like them. 
You will appreciate the 
quality of our work and 
the economy with which 
it can be produced. 


= MOREY $2“ 


: BARNET 3222 


Telephone Barnet 3222 and one of our repre- 
sentatives will be at your desk at your 
convenicnee—This entails no obligation. . . 


THE MODERN TRACING FILM 


Supplied in 30” and 40° widths in rolls of 20 yards and half rolls of 10 yards. 


Sole Distributors : H.C.Slorm 
CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Tel: HOL. 6086 } 


BOOST YOUR SALES 
with FEC TS 


Paramount 
one pramiums 


EGG SEPARATOR 
Simply tilt—and ege- 
white pours away 
through slot, leaving 
yolk behind. Perfect 
premium for food pro- 
ducts. 


Win new customers. . . sell more 
to old ones—with these clever, 
low-priced plastic premiums. 
Every one a proved success, in 
British or American markets. 
Paramount plastic premiums will 
help to put your product into 
more homes—and keep your com- 
petitors out. Prepare now for 
Spring and Summer campaigns— 
get in touch with Paramount now! 


fo GY? 4¢ 


PAPER ine" BOARD 
TRANSFERS 
GLASS and METAL 
PLASTICS 


C home ct JR 


154-156 FENCHURCH ST., LONDON, E.C.3 
TELEPHONE: MANSION HOUSE 2616, 2617, AND 2618 


DETECTIVE CLUB BADGE 
Moulded in any 
colours, to your design. 
Children love them— 
idea! for break fast 
foods, soft drinks, etc. 


MILK BOTTLE TOPS 
Fits firmly on standard 
bottle, keeps milk 
clean, prevents spilling. 
Suitable offer for all 
kitchen products. 


Choose from-our range— { 
or design your own. { 
Either way, you're certain 
of the lowest quotation, ‘ 
quickest delivery, com- ‘ 
plete satisfaction. 
Moulded like jet { 
plane, give genuine 
magnification. One 
of many plastic 
toys available as 
premiums. 
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fossa 


Write or phone today, or ask our representative to call PAR 


PARAMOUNT rustic prooucrs uo, ere" | 


36 Hawthorn Grove, Penge, London, S.£.20. ’Phone: SYDenham 5993 
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Re-armament And Exports 
Ensure Jobs For All 


By DAVID PICKARD 


HIS is an uneasy time for 

those of us who have, from 

time to time, to commit 
ourselves to writing economic 
forecasts. Looming ahead of 
us is a bill for £4,700,000 for 
armaments to be paid over the 
next thiee yeais. In April we 
shall learn, sadly no doubt, how 
it is propo.ed that we should 
meet the first instalment. 

All we know for certain at 
the moment, is that nearly half 
of the total bill will go to buy 
labour, materials and machine 
time that would otherwise have 
been devoted to civilian produc- 
tion. In the same breath we are 
told that our export drive is not, 
at all costs, to be allowed to 
slow up. Perhaps only two con- 
clusions are entirely safe; the 
first is that the next few years 
may not be noticeably comfort- 
able ones to live through; the 
second that this is a time for 
placating one’s literary ambitions 
by writing book reviews rather 
than marketing articles. 

However, the issue cannot be 
shirked in any article dealing 
with the North West Region, for 
in this area live one-seventh of 
the nation’s working population, 
and inside its boundaries are 
concentrated many _ industries 
which cannot help but be con- 
siderably affected by the 
Government's solution to the 
problem of how to carry on a 
rearmament drive and an export 
drive simultaneously. It is pro- 

posed to outline first of all the 
industrial Structure of the 
Region, and then to assess some 
of the factors which are likely 
to influence its future prosperity. 

For this purpose a convenient 
division of the area is that 
adopted by the Lancashire Indus- 
trial Develonment Association 
in their excellent booklets which 
are invaluable to any manufac- 
turer with a stake in the north- 
west. This grouping. which 
divides the Region un into eight 
areas according to the distribu- 


tion of the basic 
shown geographically on the 
map on this page, while the 
population of each area is 
shown in Table 1. 

The most northerly of these 
areas is the Furness Area, which, 
in the present context, is one of 
the easiest to deal with. Its 
geographical jsolation has meant 
that it has tended to be a one- 
industry area, and more than 
half of the working population 
is engaged in shipbuilding, ship 
repairing, and marine engineer- 
ing. While this has been a 


industries, is 


The re-armament drive 
will have an_ extensive 
effect on the economic 
balance of so_ highly 
industrialised an area as 
Lancashire, Cheshire and 
the High Peaks district of 
Derbyshire. The problem 
is not going to be shortage 
of spending power; indeed 
a lot of money is going to 
chase very few goods. 


serious «economic weakness in 
the past, the fact that Barrow 
has always specialised in the 
construction of naval vessels 
does mean that here at any rate 
the next few years will see a 
high level of employment and at 
least a reasonable level of pros- 
perity. 

These industries do not, how- 
ever, offer much in the way of 
employment for women, and al- 
though much has been done in 
recent years to remedy this pro- 
blem, it is still a difficulty, At 
the moment, for example, 55 per 
cent of the persons unemployed 
in Barrow are adult women, 
while the comparable figure for 
the country as a whole is 27 per 
cent. One interesting point 
about the Furness peninsular is 
the way in which Barrow domi- 
nates it from the industrial point 


of view. Less than 

two-thirds of the 

population actually 

live in Barrow, but 

nearly nine out of 

every ten workers 

are employed in 

the town. 

The next area 

cannot be de- 

scribed as industrial at all, for 

the Lancashire coastal area is 

primarily a cluster of holiday 

resorts backed by a fertile agri- 

cultural hinterland. Blackpool, 

Southport and Morecambe are 

to the north-west what Southend 

and Brighton are to London. 

Social Survey's recent report 

on holidays in Great Britain 
shows that, apart from holidays 
taken in the large industrial 
centres, four out of every five 
people who take a holiday ut 
all in the north-west make for 
one of these seaside towns. 

Most towns of this type enjoy 
a high and fairly consistent level 
of prosperity, and this is shown 
to be true of the North West 
Region in the chart reproduced 
on page 388. The chart is based 
on the Income Levels Index for 
the 145 largest markets which 
makes a welcome return in this 
year’s Marketing Survey of the 
United Kingdom. From this tt 
will be seen that both Southport 
and Blackpool stand high on the 
list. 

Most of Lancashire's tradi- 
tional industry, cotton, is con- 
centrated north and north-west 
of Manchester. In broad terms 
the area round Blackburn, Burn- 
ley and Accrington is principally 
devoted to weaving, while the 
spinning section of the industry 
is spread in a wide are from just 
outside Manchester up through 
Bury and Bolton to Preston. 

There is little doubt of pre- 
sent prosperity in these areas— 
last year’s figures of increased 
output, increased labour force, 
and a very near miss at beating 
1949's record export figures, tell 
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their own tale. Just before 
Christmas the trade unions and 
management agreed on an in- 
crease of 10 per cent in wage 
rates with, as The Times put it, 
“.. . a rapidity which bore wit- 
ness to the employers’ confidence 
in what the industry could afford 
to pay.” 

Whether or not this high level 
of activity will be reproduced 
again in 1951 is less certain. The 


1.—POPULATIONS OF THE 
AREAS SHOWN IN MAP 
"000 


South East Lancashire 
Merseyside 

Cotton Spinning area 
Coal and Chemical arca 
Cotton Weaving arca 
Rest of Cheshire 
Lancashire Coastal area 
Furness area 


Total North West 


factors involved are discussed in 
greater detail later in this article, 
but the chief trouble stems from 
an impending shortage of raw 
material. 

Demand for cotton goods on 
the other hand is likely to be 
very considerable. Rearmament 
will absorb a sizeable slice of 
production; there will be a great 
deal of pressure on the industry 
to increase exports: while if, as 
seems not unlikely, rearmament 
puts more money in people's 
pockets, then ordinary civilian 
demand may also be consider- 
able. 

The cotton industry may thus 
find itself trying to satisfy an 
apparently inexhaustible demand 
when its supplies of raw 
materials are only too readily 
exhaustible. The area would not 
find it easy to absorb into other 


0 Se et a rae aos a | ey Ve ‘wit 
i ee ok ey Ris a 4 ae? his oe io 
> ae 
. . a 
: Ne 
| — 387 eC 4 
‘ ; ; 
: 3 x 
| gg 
: t 
r i Ma ape 
; a ee 
: i Ay 
, {? oe 
’ : m4 
hate) 
a 
| on ¢, 
teneoe ey 
, a oa re, 
a * i 
, {pepe nines) - 
Cat ont seed wre , = - 
| = as om 
2 -~.. = a 
a Eonar} - 
‘ i WS ‘3 
a ar 3 
| omne : a 
BE 
$ : a 
YY 
al 
; Mites fae 
; ‘ - i, 
a. | ‘t 
4 | | 4 : 
¢ ) be ~ | : g 
: | | | cl a 
; ; 1,654 ; | = 
4 / 1.491 a 
; | i 1,073 a 
vf ' i Prd oF 
| S) Pe i 
/ ' 396 ey 
| | 473 5 
s 108 “eee 
| 6.432 ee. 
‘ — ’ re 
————————————————— 
ay 
ei me 
“f eal 
eT, 
b : 7 
, 3 
, ie 
‘ee 
Be 
S i 
“ae 
, 4 er 
r ir oe 
: 
‘ 
x " ae Os aa -_ 4 


ADVERTISER'S WEEKLY 


LANCASHIRE AND THE NORTH-WEST 


labour which was 
compulsorily laid off from the 
cotton mills. In some parts of 
the area the cotton industry 
accounts for more than half of 
the insured population. 

Roughly a quarter of the 
population of the north-west 


industries 


Average for |45 cer peo moreets 
Bee overage pty Above everege 
SOUTHPORT (100) 
SYRETFORD (106) 
BLACHPOOL (103) 
WALLASEY (103) 
CuestER = (101) 
caoser (10) 
PRAMOWESTER (101) 
SESING TON 100) 


UN tatnntasttsss app 


ST WELERS (#7) 


Income levels in the north- 
west’s largest centres of popu- 
lation: The chart is based on 
data in the 1950 edition of 
“Marketing Survey of the 
United Kingdom” 


lives in South-East Lancashire 
(the area so described actually 
spills Over into botn Cheshire 
and Derbyshire). In terms of 
numbers of workers the engineer- 
ing industries are the most im- 
portant, but it is dithcult to sum- 
marise in a few words the com- 
plexities of the industrial struc- 
ture of an area such as this— 
as witness the fact that in South- 
East Lancashire 14 of the Minis- 
try of Labour's 26 standard in- 
dustrial groups employ over 
10,000 workers, while five show 
a labour force of over 50,000. 

As the chart on this page 
shows, both Manchester and 
Stretford have above average in- 
come levels indices. Recent 
movements of population within 
the Manchester conurbation 
have been predominently away 
from the older, overcrowded 
areas of the north and towards 
the south and south-west. The 
map of the conurbation on 
page 390 shows the imprint this 
movement has left on the pros- 
perity level of the different 
areas. This map uses another, 
less complex index, but one 
which has the virtue of being 
readily calculated—the rateable 
value of non-industrial property 
per head of population. 

The map shows clearly the 
way in which the better class 
residential areas lie in the south 
and south-west of the conurba- 
tion—the relatively high figure 


for Manchester itself reflects the 
city’s importance as a commer- 
cial centre. Because of this, the 
future of Manchester is very 
closely linked with that of the 
cotton areas. Manchester is a 
cotton town in its own right too, 
for much of the cloth that is 
woven further north comes to 
Manchester for finishing. 

Finally we come to the north- 
west’s two problem areas; a 
large part of the coal and 
chemical area and most of 
Merseyside are schedule as 
development areas. 

Coal mining is chiefly con- 
centrated in the St. Helens and 
Leigh districts. From a strictly 
economic point of view the pits 
are not profitable; the seams are 
old, deep, and mostly set at 
such a steep incline as to make 
working difficult. There is no 
doubt however that they will 
continue to be worked for many 
years to come, partly because, 
in our present condition, expen- 
sive coal is better than no coal 
at all, and partly because the 
factories of Lancashire need 
twice as much coal] to keep them 
going as the county can produce 
Transport costs on ‘imported’ 
coal tend to offset the higher 
costs of extraction of local coal. 

Although the National Coal 
Board has allocated £33 million 
to be spent on capita! installa- 
tions and improvements in the 
next 15 years (some of which 
will go to the mines in the 
Burnley area) at the same time 
they predict a considerable de- 
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cline in the number of miners 
needed—somewhere between 500 
and 1,000 miners a year may be- 
come redundant. With recruit- 
ing problems as they are at the 
moment, a part of this decline 
will take place naturally, but 
there is a danger that in the near 
future alternative employment 
for some of the older miners 
will be needed. 

Much has already been done 
under the development area 
scheme to attract new industries, 
but the trouble is that in a con- 
gested area like this, dotted with 
disused pits and slag heaps, 
there is very little room to site 
new factories on any scale. The 
cost of tidying Up the area 
would add up to a fantastic 
total. 


Cheerful 
Chemical Prospect 


The chemical industry is 
situated to the south of the coal- 
fields, and is mainly concen- 
trated in the Widnes and Run- 
corn areas. Here the story is 
a much more cheerful one. For 
some time now there has been 
a steady increase in the popula- 
tion, and the diversity of the em- 
ployment available gives the 
area economic stamina. 

Demand for chemicals is in- 
creasing and is likely to go on 
increasing, particularly as the 
cotton industry turns more and 
more to artificial fibres to sup- 
plement scarce supplies of 
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“This map 
is too small” 


Although this map of Lancashire and the 
North West contains over 80 names it is on 


too smaila scale to show ai/ the towns served 


In fact there are 


over a hundred and ten in this area. In every 
town of importance in England and Wales 
National Solus Sites * stand alone,’ to carry 


your message to the eyes of the people. 
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NATIONAL ADVERTISERS! 


You need a strong hold 


on the North West. 


in the North West — a stronghold of ... 


KEMSLEY NEWSPAPERS 


DAILY DISPATCH EVENING CHRONICLE (Manchester) 
NORTHERN DAILY TELEGRAPH (Blackburn) EMPIRE NEWS 
STOCKPORT EXPRESS THE MACCLESFIELD TIMES 


and Northern Editions of DAILY GRAPHIC - SUNDAY GRAPHIC - SUNDAY TIMES - SUNDAY CHRONICLE 
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WARRINGTON GUARDIAN 
SERIES 


100,930 


WEEKLY 


(C.A. Certified) 


LEADS IN 
CHESHIRE and 
SOUTH LANCS 


London Representative 
P. MOON 

134 Fleet Street 
London 


Central 6329 
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R & PROFIT! 
MANCHESTER BILLPOSTING CO.L™? 


29 BOOTLE STREET - DEANSGATE - MANCHESTER: 2 


For MODERN requirements 
in POSTER ADVERTISING 
Post Bury (Lancs) with 


BURY & DISTRICT POSTER ADVERTISING CO. LTD. 
29 Union Street, Bury, Lancs. 
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' natural fibres. Another factor 


to be considered is that the 
chemicals industry is an impor- 
tant sector on the exports front. 


Merseyside is perhaps the 
north-west’s most intractable 
problem. It has little genuine 


industrial life of its own apart 


from the docks with their 40 
miles of quayside. Industries 
there are in plenty, but they 


tend to be those that must exist 


| near ports because they are as 
| dependent as the port itself on 


international trade—seed crush- 


| ing factories and flour mills are 
examples. 


The consequence is that any 
decline in overseas trade which 
causes unemployment in the port 
also hits ‘the neighbouring indus- 
tries for the same reason. 
Another difficulty is that both 
docks and allied industries use 
large numbers of _ general 
labourers, and the area as a 
whole fails to develop any in- 
dividual industria] skill. When 
the inevitable decline in trade 
does eventually come they are the 


older men, too old to go to 
school again. who wi!! be the first 
to be laid off. 

This is really the heart of 


Merseyside’s unemployment pro- 
blem. which continues in spite 
of the fact that Employment 
Exchanges are showing thou- 
sands of unfilled vacancies. Even 
before the war Liverpool’s un- 
emnloyment figure was twice the 


| national average, and the local 


| ment 


council took vigorous steps to 
deal with the general unemploy- 
problem. Thus the de- 
velopment area authorities took 
over the Trading Estates at 
Speke and Fazakerley as going 
concerns. These new estates— 


| the one at Kirkby is a post war 


| emvlovment 


develonment on a larger scale— 
provided much welcome extra 
for women, but 
have little to offer for the older 
unskilled labourer, 
Recent years 
one prosnerous 
Tivernsnl which 


have brought 
industry to 
the town can 


| justifiably claim as its own—the 
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football pools. The proportion 
of Merseyside’s population em- 
ployed in ‘General Services,’ in 
which football pool employees 
are included, has more than 
doubled in the past 20 years. It 
is interesting to learn that in 
spite of the criticism levelled at 
the pools, they have a working 
arrangement with. the Employ- 
ment Exchanges under which 
they will not take on skilled 
workers who could more suit- 
ably be employed elsewhere. 

What sort of year is 1951 go- 
ing to be for the north-west? In 
particular, how is the new de- 
fence programme going to affect 
the region’s economy? 
Productivity 

Or Replanning 

In the next three years British 
industry will have to produce 
some £2,300,000,000 worth of de- 
fence materials. Only a minute 
proportion of this can be ex- 
pected to come from higher pro- 
ductivity, and the majority of it 
will simply have to be “deducted” 
in some way from civilian con- 
sumption. The scale of the de- 
duction can be judged from the 
fact that some half million addi- 
tional workers will eventually 
have to be put on to defence 
production. 

These facts are clear enough, 
but the problem is—how is the 
deduction to be made? There are 
two possible ways: either we can 
pay the bill by reducing the ser- 
vices the Government provides 
with that part of our incomes 
that it spends for us—cut down 
on food subsidies and social 
services in other words—and 
possibly by increasing taxation 
as well; or, alternatively, obstacles 
can be set up which will get 
in the way of people spending 
their money—in other words in- 
troduce more controls. Previous 
experience suggests the Govern- 
ment may prefer the second 
alternative. 

If they do then we can expect 
that the basic industries, such as 
cotton and mining may have 


KEY 


Rateable value of 
non-industrial 
property per head 


LJ 


Under 6 


This map shows how the better class suburbs of the Manchester 
conurbation congregate to the south of the city. The index used 
| is less precise than that used in compiling the chart on page 388. 
Thus the comparatively high index shown for Manchester itself 
| reflects the city’s importance as a commercial centre rather than 


as a residential centre. 
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Portect 


Photo 
6ngravings 


A first class SERVICE 


Jor 

Advertisers «& Printers. 
Deeply etched BLOCKS 
LINE - TONE - COLOUR 
Press and Catalogue Work 
a Speciality. 

Why not give us a trial? 

AVERYS ENGRAVING 


CO.(LPOOL)LTD 
79 Lime Street 
LIVERPOOL .I. 
Phone. ROYAL 2956 Grams: NERBLOC LIVERPOOL 
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rEesT 27 8 4 


“a time of celebratign” 


Webster defines “celebration,” in 
part as “‘to refrain from ordinary 
business,” — to do some thinking. 
This may mean to consider how 
to make your business better be- 
fore it becomes bigger. 


We protter to you a thoughtful 
service to make your Advertising 
and Printing better, more result- 
ful, ic. ~ extraordinarily good. 


C 


A preliminary talk implies no obligation 


CROSS-COURTENAY LTD 


Architects in Publicity 
One Brazennose Street, Manchester 
Tel: Blackfriars soit 


y 
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j NATIONAL AND TECHNICAL ADVERTISING * BEAUTIFUL PRINTING k 
We are on the spot and we do know the North! } 


LEADERS 
in the NORTH 


SUPREME in the 
BLACKPOOL & FYLDE Territory 


WHY YOU CANNOT AFFORD 
TO MISS THESE AREAS 


CHORLEY LEYLAND 
Population. Population. 


Borough. 33,000. 
Rural District. 27,000. 
Adlington U.D. 4,000. 
Withnell U.D. 3,000. 
and still increasing! 


Industries. 


Urban District. 15,000. 

Plans to increase to 55,000 
within 15 years, to take ‘‘over- 
spill’’ from Wigan. 


| Royal Ordnance Factory. Industries. 
| (Wartime payroll 27,000.) Motors, Engineering, 
Rubber, Paint, 
Textiles. ; 
ne a , , Textiles. 
Spinning, Weaving, Bleaching. 
ALSO Bring 11,500 workers into the 
Rubber, Paint, Motors, En- town daily. 


gineering, Mining, etc. 


| uy OW YOU CAN APPROACH THEM 
| THROUGH THE LOCAL PRESS 
| CHORLEY GUARDIAN LEYLAND GUARDIAN 


Station Brow, Leyland 
Telephone : 81003 


(AB.C. Circulation 17795222, june, 1950) 


London Representative: E. W. Player Ltd. 
30-32 Fleet Street, London, E.C.4. Tel: CENtral 2786-7-8 


34 Market Street, Chorley 
Telephone : 2705 
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Point of Sale Advert 


FROM MOST VIEWPOINTS 


Specialists 
MARKSMAN SERVICE DEPOTS 
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Estd. 


MARKSMAN ADVERTISING SERVICE 


TEALE MATA 


ERNEST MARKS PUBLICITY 


HELPS MANUFACTURERS OR AGENTS TO INTRODUCE 


operate throughout 


GREAT BRITAIN 


NEW ANGLES INTO SALES PROMOTION 


IRELAND 


AND 


NATIONAL ADVERTISING SERVICE 


FROM PACK DESIGNS 


HEAD OFFICE AND FACTORY 


HAMILTON ROAD, MANCHESTER, 


TO SELLING THE LINES 


13 
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OLDHAM 
EVENING 
CHRONICLE 


The only Daily Paper 
published locally 
over 40,000 per issue 


OLDHAM 


- CHRONICLE 
(WEEKLY) 

affords a complete cover- 
| age of this prosperous part 


of Lancashire 
over 41,800 per issue 


es 
} Head Office: 
UNION STREET, OLDHAM 
London Office: 


134, FLEET ST., 
* Phone : CEN. 7620 


Members of A.B.C. 
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Seeing the Sites? 


WE'VE MANY 
“BEAUTIES” 
In 


LANCASHIRE 


DEAL posTer COUN TY 


E.C.4 


THE / 


STER ADVERTISING 
POASSOCIATION 


| ingly difficult 


| basic 


} year’s 


392 


Marcu 1, 1951 


LANCASHIRE AND THE NORTH-WEST 


Photo: J. Blackburn, Wigan 


Wigan's big industries are thriving; a number of new enterprises 
are also taking root. The wages packets of the workers are grow- 
ing, and as they grow this shopping centre will become even busier. 


considerable difficully in retain- 
ing their labour force. There 
will be two reasons for this. In 
the first place the public, re- 
strained from spending its money 


} on essentials, will tend to spend 


on non-essentials, 
result that these non- 
essential industries will be able 
to offer attractive wages. The 
second reason is that there will 
already be considerable com- 
petition for labour from the in- 
dustries more directly engaged 
in defence production. These 
are the vehicle industry and. 
more important in the north- 
west, engineering. On balance 
the Region would stand to lose 
more than it would gain from 
such a development 

There is another unattractive 
possibility. Over recent months, 
and stimulated largely by 
American stockpiling. raw 
materials have become increas- 
to come by. and 
subject to alarming increases in 
price. In fact. over the past year 
materials have risen in 
price by 95 per cent. 

Although wool has been the 
principal offender. materials of 
more direct interest to the north- 
west have also been hit. This 
American cotton crop is 
appreciably down on last year's 
Moreover. it is not likely to be 


more freely 
with the 


| possible to increase the pronor- 


tion of artificial fabrics in cloths. 
for here yet another serious 
shortage gives cause for concern. 

Sulphuric acid. an_ essential 
reagent in many of the chemical 
processes necessary for the pro- 
duction of such fibres is almost 
unobtainable This shortage 
may also affect the soap and 
chemicals factories on the Lan- 
cashire-Cheshire borders. Nor 
are the light engineering indus- 
tries exempt: the non-ferrous 
metals which they use in great 


| quantities are climbing steadily 


in price. 
Lancashire's industries will 
also be under considerable pres- 


sure lo increase exports. Rearma- 
ment and exports enjoy equal 
priorities say the Government. 
fhe two more important export- 
ing industries, vehicles and 
engineering, are precisely those 
which are most affected by de- 
fence orders (between them they 
will account for 60 per cent of 
the total industrial expenditure 
on defence) and a much heavier 
burden of responsibility will be 
thrown on to those next in line 
of importance. Among these are 
the textile and chemical in- 
dustries, both of major impor- 
tance in the north-west. 

Textiles are also one of the 
commodities most likely to be 
controlled. The Government 
says “No,” but their “No” has 
been known to mean “Yes” be- 
fore now. If so, the cotton in- 
dustry will have another cause 
for complaint. Their argument 
runs “Selling cotton fabrics is a 
chancey business; sometimes 
fashions and styles ‘také,” some- 
times they don't. We must have 
a good sized home market to 
experiment in, and also as a 
dumping ground for materials 
that for some reason or another 
don’t sell overseas.” No doubt 
there is some force in this argu- 
ment, but it must be admitted 
that deplorably few manufac- 
turers use marketing surveys to 
help them with problems of sell- 
ing overseas in spite of the 
facilities the Government offer 
for such work. 

Thus the prospects for the 
immediate future are uneasy. 
Economic forecasting is about as 
chancey as weather forecasting. 
and events have a habit of turn- 
ing out rather better than the 
pessimists think. It could 
well be that the economy of the 
north-west and the ingenuity of 
its industrialists will prove resilient 
enough to absorb the shock of 
the defence programme. It must 
be hoped they will, for Lan- 
cashire’s problems are the whole 
country’s concern. 
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The East Lancs., 
Cotton areas — 


This admirable buying public can 
only be reached through the 
medium of : 


The East Lancashire Sentinel 


2d. every Friday. circulating in Great 
Harwood, Rishton. Accrington. 
Burnley. Clayton-le-Moors and Padi- 
ham. 


The Padiham Advertiser 


id. every Friday, circulating in Padi- 
ham, Sabden, Higham and Read. 


The Standard 


in Burnley area. 


Reasonable Rates on application to 


PADIHAM ADVERTISER LIMITED 
Daisyfield Mill, Padiham, Lancs. 


Telephone: Padiham 8&1 
London Agent: H, D. ¥. Gou'd, 143/144 Fleet Street, London, E.C.4 


ST. HELENS REPORTER 
PRESCOT REPORTER 


Are the only ABC papers 
published from these towns 


51,975 


copies weekly 


July — December 1950 


134 FLEET STREET, E.C.4 


Telephone CENtral 7620 


73 CHURCH STREET, ST. HELENS 


Telephone (2 lines) 2285 


ADVERTISER'S WEEKLY 


“ASHTON - UNDER-LYNE 


REPORTER 


| 


Published every Thursday, circulating | 


GROUP OF WEEKLIES 


13 papers circulating in the rich 
industrial and agricultural territory 


SOUTH EAST LANCASHIRE 

NORTH DERBYSHIRE 

NORTH CHESHIRE 

WEST RIDING OF YORKSHIRE 
— one unbroken area! 


98,424 


NET SALES A.B.C. 


Head Office: London Office: 
Market Square, Cc. P. R. Crane, 
Ashton-under-Lyne 44/45 Fleet St., E.C.4 
Tel. Ash 1831-2-3 Tel. Cen. 6820 


BIRKENHEAD 
NEWS GROUF 


Covers the Wirral Peninsula 


FLAT RATE 


12'- 


s.c. inch 


47,262 


A.B.C. Weekly Net Sale 


Head Office London Office : 
62/68 CHESTER STREET DAVID L. CLACKSON 
BIRKENHEAD 80 FLEET STREET 


Telephone : Telephone : 
Birkenhead 1570 CENtral 2626 
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To-Day ?... 
To-Morrow ?... 


We can only guess when 
newsprint restrictions will 
be removed, but it is not 
guesswork when we say 
that on that glad day, 
when we can once again 
offer unlimited space, we 
can introduce you to over 
fifty-two thousand five 
hundred homes in this 
prosperous East Lancs. 
area at a cost of less than 
threepence per thousand. 


BURY 
TIMES 
GROUP 


Member of the A.B.C. 


London Office 
80 FLEET STREET, E.C.4 


YOU and YOUR PRODUCT ARE 
RELATED 
TO THE PEOPLE OF BOLION 
if you advertise in the 
“BOLTON STANDARD" 
which deals with the personal affairs of 


Bolton People 

It creates the right atmosphere for y 
to sell your goods 

Its entire sale is in 
rounding districts There is no waste 
circulation, and it is Bolton's favourite 
weekly newspaper 


Bolton and sur 


Continued sales increases 
Victoria Street. Bolton 4742 3 


nd 
115, High ny Leadon, W.C.L. 
ancery 87 


S-STR 
aust CARDS * STREAW, 
pOSTERS 


Sy 
Pa ensell aN 


SILK ny ARTS Lt? 


97 SHIRLEY ROAD.CROYDON 
ADDISCOMBE 31476 


HIGHEST GRADE SPEEDY SERVICE 


CLEAN © SHARP 2 EXPRESS ~ 
CRAFTSMANSHIP DELIVERY 


What 


CROSS STREET, BURY | 


The Intimate Link | 


Laneashire 
MAKES 
to-day 


Laneashire 
MUST SELL 
to-morrow / 


All the daring of 
Capital and Manage- 
' ment. 


All the enterprise and 
skill of designers and 
craftsmen. 


All the theorising of the 
* full - employment - at 
. any-cost ’’ economists. 


’ All the exhortations 


of political pundits. 


WILL ALL BE FUTILE, 
IF SALES ARE NOT 
MADE OR CONSUMERS 
ABSTAIN. 


LEE & NIGHTINGALE 
(ADVERTISING LIMITED) 
North House, North John St., 
LIVERPOOL 


DAYLIGHT GLOWING POSTERS [RIAA 
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The Problem 
Is Labour 


| From Our Special 


'UMULATIVE effect of the 

unofficial strike of Liverpool 
dock workers, with the inevit- 
able pile-up in the distributive 
trades, may slow down the flow 
of imports on which our pros- 
perity depends. Shrinking 
unemployment is in close ratio 
to the expansion or introduction 
of local industries. One major 
scheme which, it is hoped, will 
help towards the accomplishment 
of full employment is the LC.I. 
Metals Division £1 million de- 
velopment on the fringe of the 
Kirkby Trading Estate for the 
manufacture of copper tubes 
and textile printing rollers, 
where 800 Liverpool men will 
work. 

With a population of well over 
a million, the “inner zone” of 
Greater Manchester has already 
virtually no unemployment. For 
every applicant seeking employ- 
ment there are three vacancies. 
This fact partially accounts for 


The British Adventure, 28,000ton 
tanker for the British Tanker 
Co. Ltd., was launched at The 
Naval Construction Works of 


Vickers-Armstrong Ltd., at 
Barrow-in-Furnessin December. 


~present Government 


Everywhere 
Shortage 


Correspondents 


restrictions 
on development and rebuilding. 
Only essential industries taking 
part in the armaments drive are 
receiving the necessary building 
permits, 

On the other side of the picture 
however, cotton chiefs have 
warned recently that the present 
wave of prosperity, particularly 
on the spinning side of the trade 
must be regarded as temporary. 

Warrington’s problem is not 
one of markets but of labour 
shortage. The number of workers 
available is controlled by the 
number of houses it can offer. 
Another 2,000 at least will, be 
needed! Labour is also drawn 
from Wigan where the level of 
unemployment is the lowest since 
the last war. 

Preparing to celebrate its 
centenary this summer, Blackburn 
is busier than at any previous 
time since it became a borough. 
The Royal Lancashire Show is 
to be held in the town’s new 
480-acre park at the beginning of 
August. Blackburn’s spending 
power is charged by large joint 
incomes—many of £20 and more 
—of families with workers in one 


or other of the town’s main 
industries, engaged almost 
entirely in essential production. 


Recent visit of a 6,000-ton deep 
sea tanker to Preston Dock with 
a cargo of petrol and oil from 
the Netherlands West Indies has 
raised hopes of a resumption of 
direct fuel oi] traffic between 
Preston and _ foreign ports. 
Intensive dredging has deepened 


the navigable channel to take 
bigger vessels. 
The centre of the’ world’s 


largest glass-producing industry, 
St, Helens, has just sent, from 
the Pilkington works, a_plate- 
glass window measuring 50 ft. x 
8 ft. and weighing a ton, to take 
its place in the Festival of Britain 
exhibition. British Electricity 
Authority plan to construct a 
giant hydro-electric station in the 
outlying district of Bold. At 
15s. in the £ for the last three 
years, the St. Helens’ rate is the 


Bolton & 


| For Up-to-Date Sites 


in the important Industrial Centre of Bolton 


_ Billposting & Advertising Co. Lid. 
| Paley Street, Bolton 
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Two sections of the new Imperial Chemical Industries Ltd. factory 
at Kirkby, near Liverpool, where 800 men will be employed. . 


lowest in the country among 
industrial county boroughs, and 
3s. 8d. below the general average. 

Stockport Borough Council 
has designated land off Broad- 
stone Hall Road for industrial 
development. The land is to be 
acquired and turned into a 
trading estate, portions of which 
will be let to intending 
developers. 

At Birkenhead three new 
factories are due to open in the 
next three months, all in the 
Beaufort Road industrial devel- 
opment area. A short distance 
away, at Bidston Dock, a new 
berth for the discharge of iron 
ore in vast quantities is being 
built. 

On the north-east side of 
Macclesfield a new industrial 
area, covering about 150 acres is 
planned. 

Barrow shipyard has been given 
a share in the order for 21 new 
oil tankers, costing £21 million, 
for the British Tanker Co. Ltd., 
subsidiary of Anglo-Iranian Oil 
Co. Barrow will build two of 
the 32,000 ton vessels, which will 
rank amongst the largest of their 
kind in the world. 

During the past twelve months 
production at Oldham has 
reached a phenomenally high 
peak (including an all time record 
output and profit in cotton), the 
only limiting factor being labour 

ortage. 

A building boom is expected 
at Morecambe when a new £1} 
million sewerage system, started 
before the war and held up 
through wartime lack of labour 


and materials, is completed. A 
new gasworks for Morecambe 
and Lancaster is planned by the 
North West Gas Board, and the 
blueprints are already prepared. 

Much is expected at Wallasey 
from the £250,000 dual purpose 
pleasure cruise and ferry vessel of 
revolutionary design, which 
should be ready for service by 
Easter. She is to carry 2 million 
passengers a year. 

New Brighton amusement 
caterers and boarding house 
keepers hope to recover some of 
the losses sustained through last 
season's slump. 

Leyland, 
Chorley Parliamentary Division, 
and is joined to Chorley for 
purposes of pianning, education, 
and health is to be built up in 
the next fifteen years to accom- 
modate a population of 55,000, 
mostly overspill from Wigan. 

Biggest proportion of the 
working population of Bacup is 
engaged in shoe and _ slipper 
manufacture and allied industries, 
and a large number in cotton 
spinning and weaving and 
ancillary trades, upon which the 
town originally grew to prosperity 
during the industrial revolution. 

Clitheroe shops and stores 
serve the needs of one of 
Lancashire's richest milk- 
producing areas, and in its 
factories and workshops “King 
Cotton” is now rivalled by a wide 
diversity of industries. 


END OF THE 
SURVEY 


ADVERTISER'S WEEKLY 


which is in the | 


Your advertisement \HERE7 
WILL GET RIGHT TO MILLIONS OF 


LONDON’S FESTIVAL VISITORS 


form of Outdoor Publicity especially for the Festival. 


Eye-appealing flower boxes, gay with fresh flowers, 
can carry your ad’ertisement, in colour, to the con- 
centrated millions of visitors on the main entrance 
roads to the Festival Sites—also other important 
London Areas—at a very moderate cost. 


For full details apply to: 


Messrs. MORE O'FERRALL LTD. 
16, Old Bond Street, 


London, W.1 
Tel: REGent 0508/0509 
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A PARADOX that does not 
make your Contact’s path any 
smoother is the fact that those 
who have done most for 
publicity are often the most 
averse from publicising them- 
selves. A case very much in point 
is G. R. Pope. It is the hardest 
thing in the world to get him to 
talk about his work for adver- 
tising: yet | doubt whether any- 
one living has played a more 
formative role. 

Pope was in at the birth of 
three important advertising 
bodies. It is not generally known 
that the idea of Betro originated 
in The Times office, and that the 
first contacts were made by Pope. 
who put in much spade work 
before the original council was 
formed. With H. F. Crowther. 
of Rumble, Crowther & Nicholas. 
he was responsible for the for- 
mation of the Advertising Crea- 
tive Circle. Then there is, of 
course, the Code of Standards 
Committee. which he founded in 
1948 and of which he has now 
been re-elected chairman for the 
fourth time. I have a feeling that 
he regards the getting together .f 
the various newspaper and adver- 


Mainly Personal— 


By CONTACT 


tising bodies in support of the 
Code as perhaps the toughest job 
he has ever tackled. 

Over the course of the years 
Pope has been hon. secretary of 
the Newspaper Proprietors Asso- 
ciation advertisement committee. 
and chairman of the applications 
committee, copy committee, 
N.P.A. committee, N.P.A.-News- 
paper Society joint committee, 
and Audit Bureau of Circula- 
tions. Now he contents himself 
with being chairman of the Code 
of Standards Committee, chair- 
man of the Conference finance 
committee, and on the council of 
N.A.B.S. Also he manages io 
find time to be on the Press com- 
mittee of the Methodist Confer- 


ence. Tennis and bowls are his 
relaxations. 

a » * 
WOMEN who achieve any 


distinction jn advertising usually 
do so on the agency side rather 
than in advertising managership. 
An exception is Mrs. A. F. Earl. 


advertising director of D.D.D. 
Products since 1926. But Mrs. 
Earl is an exceptional person; 
she is now the first woman 


EEE IAT oe! 


| 


Narionat Aovertisine Benevoent Society 


WORLD FILM PREMIERE 
ODEON THEATRE, LEICESTER SQUARE 


(By kind permission of J. Arthur Rank Organisation) 


15th MARCH 1951 


Terence Rattigan’s 


“THE BROWNING VERSION” 


Directed by Anthony Asquith 


TICKETS 


15 gns. 10 gns. 5 gns. 3 gns. 
2 gns. | gn. and 10/6 


can now be obtained from 
Mrs. Madge Clarke, 79 Davies St., W.| 


iasaeteeietiontemensneenticasenien aa 


ALL PROCEEDS FROM FILM PREMIERE AND FROM SOUVENIR 


ARE TO BE GIVEN TO N.A.B.S. 


UIE SUS eon 
Space donated by “ Advertiser's Weekly" 
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Mrs. A. F. Earl 
Fellow of the Incorporated Ad- 
vertising Managers’ Association. 

The 1A.M.A. is not the only 

advertising body for which Mrs. 
Earl has done good work. A vice- 
president of the Regent Advertis- 
ing Club, she was its hon. 
secretary and treasurer during the 
war years, and started the junior 
production classes to help train 
agencies’ young and inexperienced 
wartime staffs. And on the Ad- 
vertising Association's club devel- 
opment committee she served for 
eight years. : 

In about a week from now, 
D.D.D. move to their new Wat- 
ford factory, and Mrs. Earl to her 
new home at Croxley Green. No 
small break, after having worked 
around Fleet Street since 1912! 

Both her sons are in advertis- 
ing—George with Emmett’s and 
Don with a Sheffield agency. 

- a * 
ALTHOUGH he did not in any 


sense try to “shoot a line” at me 
over the phone. I almost found 
myself taking space in the 


American Weekly or one of the 
other periodicals which Mortimer 
Bryans represents over here—so 
infectious is his conviction that 
he can do a useful job’in advis- 
ing British exporters, or agents, 
or services how to get the best 
out of their advertising. 

“Mind you.” he hastened to 
qualify, “I don’t want to go 
tooting my horn, or saying I'm 
the only guy who can do this. 
There are lots of first class agen- 
cies here and in America.” But 

what he claims he can do is to 
help people to get the most dol- 
lars in return for their advertise- 
ments in his journals 

Mortimer is as Anglo-Ameri- 
can as makes no odds. He came 
here in 1915 and is one of the 
oldest members of the American 
club. With first-rate commercial, 
agency, marketing and selling 
experience on both sides of the 
Atlantic, he should be able to 
tender some pretty expert good 
advice. 

* * . 
SEVENTY (70) years with one 
newspaper, 50 years as advertise- 
ment manager! And still going 
strong! For sheer longevity, if 
there is anything in newspaper 
history to equal this, I have yet 
to hear of it. I must apologise 
for these exclamation — but 
it was in 1881 that William 
Cassidy, then a lad of 14, joined 
the Belfast Evening Telegraph, 
and it was half a century ago (on 
March 21, 1901. to be precise) 
that he became advertisement 


Wm. Cassidy 
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G. R. Pope 


manager of that paper (now the 
Belfast Telegraph). 

Before his promotion he had 
spent several useful years in the 
advertisement department, then in 
the jobbing end of the business, 
and later as _ representative, 
covering almost the whole of 
Northern Ireland for ten years. 
He has seen the price . his paper 
go up from 4d. to 2d 

“But for the advertisement 
manager's shrewdness and per- 
spicacity,” he writes, “a news- 
paper would become a dumping 
ground for the distillation of 
dupes, a convenient resource for 
facilitating the operations of the 
international spy, a happy hunt- 
ing field for the peripatetic and 
penniless bookie, and a sort of 
stationary collecting box for the 
bogus advertiser who battens on 
the susceptibiljties of the sympa- 
thetic, and seeks to hide his 
identity under the cover of a box 
number.” 

Fifty years’ experience 
behind those words! 

” * * 
FIRST overseas woman delegate 
to the Conference to arrive here 
is Mrs. C. R. Davidson, who be- 
came a director of the Kenya Ad- 


tie 


vertising Corporation, Nairobi, 
when her father, Major J. D. 
Leonard, its founder, died in 
1944. 


Press advertising, cinema slides, 
and outdoor publicity through the 
East African railways and har- 
bours, post offices, and bus ser- 
vices, are her media. Her terri- 
tory takes in Kenya, Uganda, 
Tanganyika, and Zanzibar-—with 
advertising in Swahili, Gujerati, 
and other vernaculars, as well as 
English. 

Pleasant and diffident, Mrs. 
Davidson says she has come to 
the Conference to listen. But | 
hope she will also be persuaded 
to talk. 


WEEKS WISECRACK 


nN 


“And stop whistling at my 
secretary, Carruthers — 
you’re not back in the 

Army yet.” 
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ADVERTISER’S WEEKLY 


Brings NEWS of the shows 


FESTIVAL OF BRITAIN ISSUE — June, 195] 
BRITISH INDUSTRIES FAIR ISSUE — Review of the Fair May 1951 


With the Festival of Britain and the largest British Industries Fair 
the attention of all buyers of British goods throughout the world 


will be focused on our industry and trade. These issues will contain Circulating to all leading wholesale and export 


. R , . buyers of men’s textiles and clothes through- 
a comprehensive survey of the men’s clothing and textile trade. An Se 

out Great Britain and abroad. 
early application for advertisement space is strongly recommended. 


& CLOTHES 139/143 OXFORD STREET LONDON 
TELEPHONE GERRARD 5776 (5 LINES) TELEGRAMS KAMSIN LONDON 
Manchester Office: 27_Brazennose Street, 2. Tel: Blackfriars 6297. 
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“Cordon Crocker 


| 


Gordon Crocker Ltd., 


| 2 Wrights Ln., Kensington High St.,W.8. Western 2336 


— 
——— 
emer 


FOR OIL COLOURS | 


| 


WATER COLOURS | 
POSTER COLOURS. 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 
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Recently published 
® 
Modern 
Lettering 
and Layout 
By CECIL WADE 


This is not a book of al- 
phabets for copying pur- 
poses, but one written in 
an endeavour to show the 
approach to the design of 
lettering used in present- 
day commercial art. Chap- 
ters are included on ail 
normal styles of lettering, 
on layout, methods of re- 
production, and other 
aspects. The final chapter 
in the bvok consists of an 
alphabetical list of artists’ 
materials, with many valu- 
able hints and observations 
oneach. Written by one of 
the foremost — lettering 
artists of our day, this 
book will prove invaluable 
to all students of lettering 
and design generally. 
Price: 20s. net. 


Pitman 
Parker St., Kingsway, London, W.C.2 


a 


, PUBLICATIONS NEWS AND NOTES 
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Trade Journal’s 


New Combination 


The first monthly supplement 
of Ironmongers’ Weekly is attrac- 
tively produced with a page size 
of 8} in. x 114 in. Over 100 of 
the 144 pages are devoted to ad- 
vertisements. Theme of the 
editorial content is the forth- 
coming Festival. As previously 
reported, a weekly news sheet, 
without advertisements, is being 
issued in conjunction during the 
Festival period. If the venture is 
successful there is a possibility 
that the scheme will be continued 
indefinitely. This combination 
of a full trade news service plus 
a typical monthly journal, if not 


unique, is at least unfamiliar 
among British public ations, 
* * * 


Woman's Own has produced a 
colour guide showing the large 
range of colours available to its 
advertisers. 

* ~ . 

Accent on colour in the March 
issue of World Sports is given by 
the cover in full colour of Stirling 


Moss, famous motor racing 
driver. A middle page spread 
illustrates “Sportsmen of the 
Year” elections in various coun- 
tries, 

* * * 
The 1951 Artists’ Almanac, 


offered free to artists and art 
lovers by George Rowney & Co., 

Ltd., is now in its 70th year of 
public ation. It is described as the 
only book of reference of its kind, 
containing a complete list of art 
clubs and societies in this country 
and other invaluable information 


for artists. This issue, in handy 
vest-pocket size, contains 144 
pages. 
* * 
Dance News are \aunching a 
competition and offering £2,000 


cash as prizes. The contest is to 
find the most “Glamorous girl 
in a Bikini type swim suit,” and 
heats are being organised in most 
of the large provincial centres. 
* * * 
Two new Is. titles from Good 
Housekeeping are Cocktails and 
Canapes and Family Recipes. 
Each is a 48-page, crown 8vo. 
production, with a four-volour 
glossy cover. Each contains scores 
of hints, recipes and ideas. 
. ~ * 
Third in a topica' and contra- 
versial seres being published by 
the News Chronicle in association 
with the Council for Education 
in World Citizenship is China. 
These booklets are being directed 
primarily towards discussion 
grouns and adult educational 
organisations and will be pub- 
lished at intervals of a few weeks 
througheut the academic year. 
* * * 
With this week's issue Radio 


Review becomes the first Irish 
weekly to reach a circulation of 
100,000 copies. The paver be- 
— non-returnable on January 
. and the figure quoted practi- 
cally represents nett paid sales. 


The advertisement rate of 20s. per 
single column inch remains un- 
changed. 
* - * 

Useful advice to British ex- 
porters is given in an article on 
“Selling in the U.S.” in the 
February/March Future. It is 
effectively illustrated in colour 
by pictures of successful British 


export lines superimposed on 
maps of the U.S.A. 
* * * 


Collins Magazine for Boys and 
Girls has introduced full colour 
half pages on the inside cover. 
Upright (11 in. x 4 in.) or land- 
scape (S4 in, x 8 in.) are avail- 
able, Rate for two colours is 
10s. and for four colours, 
£45. 


* * 7 
With the first issue for 1951, 
the Journal of the Farmers’ Club 
comes out in new dress. Cover 
and typography have been re- 
styled. “ 


* * 
Chantry Publications Ltd., 63 
Neal Street, W.C.2, have been 


appointed by The Institution of 
Fire Engineers as publishers of 
the Institution’s Quarterly. For- 
mat of the Quarterly has been 
changed. The magazine is now 
produced in an art paper cover, 
printed in two colours, and the 
publication is saddle stitched. 
Type has been changed to Ionic. 
Advertising remains in the hands 
of the Institution's present agents, 
T. G. Scott & Son Ltd. 


+ ~ * 
A bi-monthly magazine of 
Commonwealth settlement and 


travel, the Empire Settler, is to 
be published by Cartoon Pub- 
lishing Co., Ltd., London. The 
first (May-June) issue will con- 
tain 20 articles on industry and 
agriculture jin the Dominions, and 
40 photographs. Price Is. 3d.; 
page area 8 in. x 6} in. 

« ar + 

Produced by the Hull Daily 
Mail, the 1951 issue of the 
Trade of Hull and the Humber 
Ports, now in its 50th year, will 
once again circulate throughout 
the world by way of consular 
offices, chambers of commerce 
and trade organisations. 

Giving an authentic and up-to- 
date picture of Humberside activi- 
ties, it includes articles by more 
than 30 local leaders of business 
and industry and is profusely 
illustrated. About half of the 40 
pages, plus covers, are advertise- 
ments. 

* ~*~ 


An eighty-page supplement of 
Kinematograph Weekly was pub- 
lished to-day (Thursday) to cele- 
brate the opening in the U.K. o 
Republic Pictures distribution 
organisation. Over 45 pages of 
advertising will be carried con- 
veying good wishes to the com- 
pany from advertisers all over 
the world. 

* * * 

Next issue of You, appearing 
March 7, will have an enlarged 
picture content. 


a | | 
= | 
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CURRENT ADVERTISING 


Knitting Leaflet With Ino Flakes: 
New Ball Pen: Ingersoll Campaign 


This year’s Ingersoll campaign 
will be on an even greater scale 
than last year’s. In addition to 
national daily and Sunday papers 
general interest magazines will 
be used including Picture Post, 
Everybody's, Illustrated and John 


Bull. Ingersoll are re-opening 
their display department. New 
dealer aid material for both 


watches and clocks has been pre- 
pared. Agents for Ingersoll are 
Spottiswoode, Dixon & Hunting 
Ltd. 

NEW ACCOUNTS 

To City & General Advertising 
Ltd.: Selsdon Pen (Sales) Ltd., 
who have launched a new ball 
point pen, the Rubex, which uses 
ordinary ink and can be used 
from any angle. Campaign in 
national dailies and Sundays, 
general interest magazines and 
trade Press. Posters on London 
Underground and provincial 
buses. 

To Gee Advertising Ltd. 
(Leicester): N. C. Van der Zalm 
& Sons, Dutch bulb growers and 
exporters. 

To Taylor Advertising Ltd.: 
Vigers Bros. Ltd., flooring con- 
tractors and timber merchants 
(trade and technical Press).— 
Plastanol Ltd., makers of syn- 


Autumn Savings 


Drive 


A big National Savings 
drive is being planned for 
the autumn with local 
savings weeks. Title pro- 
posed for the campaign is 
“Lend Strength to Britain.” 


thetic resins, oils and allied pro- 
ducts (trade and technica! Press). 

To S. C. Peacock Ltd.: 
Gertrude Harris Ltd., Parisian 
model hats (class magazines and 
London evenings). 

To Glovers Advertising Ltd. 
(Bristol): Hartley Reece & Co.. 
Ltd. Trade Press campaigi: for 
various stationery lines and for 
Conté Artists’ materials. 

To Auger & Turner Ltd.: 
James Macpherson & Co., Ltd. 
(the House of Macpherson). 
Fruit drinks and other cordials 
will be advertised (6 in. d.c.’s) in 
Essex papers—M. & E. Singer 
Ltd.. sole agents for Andre Laine 
Products, including Sapindor 
Liqueurs in the 4'stinctive wooden 
bottles and Eiffel Tower cognac 
bottles (trade Press).—J. Offen- 
bach, makers of Shubette models 
(full pages in full colour in trade 
Press). 


ACCOUNTS MOVING 


To Greenly’s Ltd.: The Apolli- 
naris Co., Ltd.. makers of 
Apollinaris mineral water, Presta 
table waters and fruit drinks. 
Campaign plans are in hand. 

To Glovers Advertising Ltd. 
(London): Tuxan Ltd.. makers of 


Tuxan shoe leather dressing. 
Campaign in Daily Mirror and 
trade Press. 

To S. H. Benson: William Hill 
Ltd.. turf accountants. Two 
separate campaigns, one aimed 
at the large investor and the 
other explaining to the small man 
the importance of having a bona- 
fide accountant for betting, in 
national dailies, sporting Press. 

To Central Advertising Service 
Ltd: Douglas (Sales and Service) 


Ltd. The new “Douglas Vesta,’ 
miniature motor-cycle, is now 
being publicised. 

To G. Street & Co. Ltd.: 
Partridge, Wilson & Co., Ltd., 
manufacturing electrical engin- 
eers, as from March 1. 

NEW CAMPAIGNS 
For Ino soap flakes. The pre- 


war scheme of including a knit- 
ting leaflet with each packet of 
Ino flakes is to be re-introduced 
with a campaign which includes 
a full page in Picture Post, half 
pages in Vogue and Mother, and 
smaller spaces in Woman and 
Home, My Home, Woman's 
Weekly, Pins and Needles, York- 
shire Ilustrated, Grocer, Grocers’ 
Gazette and Grocers’ Review. 
Agents: Stonehouse Advertising 
Ltd. (Hull). 

For Philips projection  tele- 
vision in London evenings and 
Birmingham _ paners. Agents: 
Erwin, Wasey Ltd. 

For All gator Rainwear Ltd. 
Full-co!our pages in Picture Post, 
plus their merchandising scheme, 
will be used in what is claimed 
to be the biggest promotion 
scheme used in this country by a 
fashion house. A national 
Alligator rainwear week has been 
organised comprising svecial 10- 
day window displays in 480 major 
stores and fash’on houses. Special 


display material is being used 
together with a local Press 
campaign. Agents: Scott-Turner 


& Associates Ltd. 

For Central Office of Informa- 
tion on behalf of Ministry cf 
Health, dinhtheria poster cam- 
naien. Agents: Saward Baker 
Ltd. 

For Zat porous paint in 
national dailies. Agents: W. H. 
Smith & Son Ltd. 

For Nine Elms paint in national 
dailies and Sundays. London 
evenings. provincials, class maga- 
zines and trade and technical 
Press. Agents: Greenly’s Ltd. 

For Kilner preserving jars in 
women’s journals, periodicals and 


trade Press. Agents: Erwoods 


For Regal evaporated milk in 
Radio Times, national dailies and 


London evenings, Picture Post, 
Illustrated. John Bull, Good 
Housekeeping, Home Chat 


Woman, Home Notes and other 
women’s magazines, Agents: 
Hedley, Byrne & Co., Ltd. 
For Erasmic shaving soap. 
Jack Hulbert and other personali- 
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ties are to be featured in national 


Press ads. using the famous - 


slogan, “not too little . . . not 
too much.” Agents: Lintas Ltd. 

For Votrix in national dailies, 
London evenings, provincials, 
and class magazines. Agents: 
Service Advertising Co., Ltd. 

For Joyce (California) Ltd. A 
spring campaign will be sup- 
ported with colour ads. in Vogue, 
Harper's Bazaar, Everywoman, 
Vanity Fair, Debutante, Good 
Housekeeping, Housewife, 
Modern Woman, Queen, Heiress 
and other class women’s maga- 
zines. There will also be a free 
layout and mat service. The 
national and provincial Press 
campaign will be continued. 
sone Pictorial Publicity Co., 
Ad. 

For Everwear Candlewick Ltd., 
in furnishing and drapery trade 
Press announcing national win- 
dow and interior display competi- 
tion. Placed direct. 

For Goldwell Farms Ltd., in- 
troducing Gluconis, a new 
glucose-based drink, with large 
spaces in women’s magazines and 
popular weeklies, half-page Daily 
Express, which will include a 
competition feature arranged in 
conjunction with Regentone Ltd., 
trade Press. Agents: C. P. Wake- 
field Ltd. 


Roxy Competition 

A £1,000 photographic compe- 
tition is being launched for Roxy 
bathing caps, made by the 
Kleinert Rubber Co., by their 
agents, G. S. Royds Ltd. 

Prizes will be awarded for the 
prettiest Roxy wearer and the 
smartest Roxy wearer, before 
and after swim, the gayest group 
in Roxy caps and the jolliest 
schoolgirl in her Roxy cap. 

In addition to stressing the 
watertight qualities of the Roxy 
cap the competition is intended 
to focus attention on the imnort- 
ance of putting on the Roxy cap 
correctly. 

A competition leaflet is being 
distributed to dealers but no 
additional Roxy advertising is 
intended. 


New Service For 


Farmers wr 


Advertising for the Saltilizer 
Service of fertiliser distribution 
has started in Farmer and Stock- 
breeder and Farmer's Weekly. 
The service offers farmers white 
salt and provides men and 
machines for spreading so that 
the farmer need not take his own 
men off their jobs for fertiliser 
spreading. The service is oper- 
ated by J. Manger & Son Ltd., 
distributors of salt, sugar soap, 
and chemicals. Advertising is 
— by Saward, Baker & Co. 
Ad. 


C. J. Lytle (Outdoor Publicity) 
Ltd. are handling the national 
outdoor campa‘gn and transport 
advertising for Jaffa oranges. 
Mather & Crowther Ltd. are 


responsible for trade Press adver- | 


tising and point of sale material 
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Planners 
and 
Producers 
of 
DIRECT 
MAIL 


RESULTS 


IF 
IF 


IF 
IF 


iF 


your campaign is directed 
to the general public 


you wish to approach 
selected groups of 
consumers 

you want to contact any 
particular trade group 

you must mail to any or 
several kinds of industrial 
concerns 

you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 
82-84 PECKHAM RYE 
LONDON SEIS 
Telephone : NEW CROSS 5541 


Together with our associate company 


SIMMONDS PRINTERS LTD 
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ADVERTISER'S WEEKLY 
THAT Arthur Chadwick has be- 


come a great-grandfather. A son 
was born to his granddaughter 
during the week-end 
* * * 
THAT restrictive measures simi- 
lar to those of the Advertisement 
Lighting Prohibition Order, 1951, 
have been introduced into 
Northern incland. 
* 


THAT the U:S., —, "Holland 
and India are now registered as 
participants in the International 
Advertising Conference Youth 
Scheme. 
* * * 
THAT Jean Conil, the well- 
known French chef, demonstrated 
chocolate cookery at a_ Press 
reception at the Cadbury Food 
Hints Centre, Oxford Street, last 
week. Michael Cadbury opened 
the show. 
* * * 
THAT the national power farm- 
ing conference, organised by 
Power Farmer at Harrogate (Feb- 
ruary 20-22), was well supported 
by farmers, manufacturers and 
distributors, 
* * * 
THAT a fashion show entitled 
“One hundred years of wool” 
was a feature of the annual 
dinner of The oe G o-. Ltd. 


THAT ‘teen Gallant, assis- 
tant advertisement manager of 
The Dog World and Field Sports 
and treasurer of Bradford Pub- 
licity Association, has become 
engaged to Miss A. Bradford of 
Leeds. 
* * 

THAT the renaming of the 
Leicester Square branch of Peter 
Robinsons as “The Leicester 
Square Stores” was publicised by 
launching over 1,000 balloons 
from the roof of the store with 
vouchers for nylons. 
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Beating the electric 
featured in the 


THAT Jack Younger, managing 
director of D. C. Cuthbertson & 
Co., Ltd., Glasgow, has had a 
spell of illness over the past three 
weeks. While progressing, he is 
not expected back at business for 
two more weeks. 
* * * 
THAT Ivan Luckin, of Fair- 
childs Publications, and Paul 
Jennings, of Temple Press, both 
made “flying” visits to Scotland 
last week. |. _ 
* * * 
THAT Dan Nolan, proprietor of 
The Kerryman, Tralee, and of 
the Irish Hotelier, is in London 
on a brief visit. 


Kenneth Horne takes a liking to the winning slogan in the £1,755 


Lever's Easy shaving stick competition. 


From left to right the judges 


are: W. H. T. Tayleur, public relations consultant; Philip Zec, editor 
A. 


“Sunday Pictorial’; J. 
Sons Ltd.; Kenneth Horne, 
Safety Glass Co., Ltd.; 


sales 


Beer, advertising manager, T. Wall & 
and advertising director, Triplex 
and Leonard Sharpe, 


chief copywriter, 


Lintas Ltd. 


30 FLEET STREET 


power ban for advertising, the 
“Daily Mail” Ideal Home Exhibition disp! 
Dominant Sites Ltd. in Piccadilly are worked by man 


LONDON E.C.4 


four squirrels 
iv staged by 
power. 


THAT T. J. M. Sheehy, who was 
P.R.O. on the Irish Hotels and 
Restaurants Commission to the 
United States, has announced his 
engagement to Miss Marie 
Mackle, an air hostess with Aer 


Lingus (Irish Air Lines). 
* * * 


THAT Napper, Stinton, Woolley 
Ltd. has been recognised by the 
Australian Newspaper Proprie- 
tors’ Association and is also an 
Overseas member of the Austra- 
lian Audit Bureau of Circulations. 
* * 
THAT Millie Walker, wife of 
Albert Walker, director of Reid 
Walker Advertising Ltd., died re- 
cently after an illness lasting 
eighteen months. 


- 7” - 
THAT as the first move to obtain 
income from advertising in buses, 
Coventry Transport Committee 
have arranged for a twelve-month 
trial of advertising on the back 
of ticket-rolls. 

* * * 
THAT the darts team of W. S. 
Crawford Ltd., captained by 
Fred Folkerd, beat the G. S. 
Royds Ltd. team, led by Jack 
Shrimpton, 3-() at the “Blue Post.’ 
Smithfield. 

* « * 
THAT the Board of Trade will 
pay 25 per cent costs of British 
exhibitors at the Toronto trade 
fair in May. 

* * * 
THAT W. R. Szomanski, 
mercial artist. has been awarded 
a bronze medal in an_ inter- 
national disvlay contest organised 
by the U.S. magazine. Display 
World. 


com- 


ADVERTISING 
DIARY 


Friday, March 2 
-IVERPOOL AND District. Pus- 
Liciry Association. J. S. Brown, 
on “Outdoor Advertising.”’ **Man- 
a oe showrooms Whitechapel 

Pi — icity CLUB OF BOURNEMOUTH 
luncheon meeting. Speaker: Alan 
Whitworth 

Pusticiry Cius oF Gtascow. 
Speaker: Brig. Henderson. Gros- 
venor Restaurant 12.55 p 

Saturcay, March 3, 
PRINTING TRADES ALLIANCE 
ner at Dorchester Hotel, 
y, March 5. 
Pusiicity Ctus 
$e on 
re Today Waldorf 

Pusuiciry CLuB OF PorTSMOL 
AND >. — Speaker: L. H 
Chevalli 

Tuesday, March 6. 

ELECTRICAL SIGN MANUFACTURE®S 
ASSOCIATION luncheon. Cafe Royal 
12.30 pm 

Pusticity Cius OF NEWCASTLE 
ae night and mannequin parade, 


Wednesday, March 7. 

INSTITUTE OF PustIC RELATIONS 
lunch Howard Marshall on 
“Works Relations a 
Centre, W.C.2. 12.45 po 

INCOAPOPATED ApvenTisina 
MANAGERS’ ASSOCIATION “What 
the housewife thinks of advertis- 
ing.’ Waldorf 6.30 pm 

Pusuicity Cius or Leeps. Whist 
drive and dance in aid of N.A.B.S 
Astoria Ballroom spm 

Thursday, March 8. 

Puesticiry Cius OF LONDON gala 
Grosvenor House 

PUBLICITY CLuB OOF 
luncheon meeting. Speaker: 
Withers 

Friday, March 9. 

Pusticity CLus OF 
Sreaker: Morgan 
Grosvenor Restaurant 

Pusuicity Cus 
luncheon. Cr. W 

Advertising and 
industry." Grand Hotel. 12.45 p.m 

Pusticiry CLtus or Hut two 
day advertising convention opens 


Din- 
6.30 p.m 


Leeps 
Audrey 


GLASGOW 


SHEFFIELD 
Pallett on 
enginecring 


Pusticiry 
“Lithography, 
letterpress an Photogravure 
Grand Hotel. 6.30 p.m 
Tuesday, March 13. 

DisPLay PRODUCERS AND SCREEN 
PRINTERS ASSOCIATION dinner 
Hungarian Restaurant, Regent 
Street. 7 p 

PUBLICITY 
jumor sechon 
“Press Advertising.” 

British SaLes PROMOTION Asso- 
CIATION J Brockbank on 
“Statistics in Sales Promotion 
Howard Hotel. 6.30 pm 

Wednesday, March 14. 

ADVERTISING CLUB OF OXFORD 

L. G. Howkins introduces films 
on “Is a public relations policy 
essential in local government.” 
Agricola Restaurant. 6 p.m 

Iburssay, March 15, 

Pusticiry Cius oF Newc ASTLE 
luncheon. Alfred Edwards on “The 
American Scene."" Crown Hotel, 
Ipm 

Pusiicity Cius OOF Leeps 
luncheon meeting. Speaker: W. J 
Brown 


m 
CLUB OF NEWCASTLE 


feywood on 


THAT during the last six months 
about 1,100 visitors, many from 
overseas, have visited Whit- 
bread’s brewery. 

* * * 
THAT D. C. Embley, advertising 
manager, Carters of Coleford, 
expects to set up an office in 
London shortly. 

* * * 


THAT a luncheon to E. R. 
Mackie, retiring after 30 years 
with The Statesman, Calcutta, was 
given in London last Friday. 


CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country 
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1951 


and remaining 


LIFE International 
advertisers 


More and more 
leading exporters 


are becoming ~—~-——~ 


‘INCE THE TURN of the year the 66 leading export ad- 
S vertisers listed here have been reaching the exception- 
ally high concentration of the world’s most-likely-to-buy 
prospects who read LIFE International. To 49 of these 
exporters this is a carefully planned continuation of an 
international advertising program started during past 
years. But, to 17 of them, LIFE International advertis- 
ing is a new and stimulating selling adventure. 

And, as the weeks go by, more and more equally high- 
caliber exporters are realizing the tremendous advertising 
values offered to them by LIFE International. They are 
doing something about it too. Already the volume of ad- 
vertising space booked in LIFE International for 1951 ex- 
ceeds the volume of advertising which ran in 1950—and 
1950°s volume was 89% ahead of 1949! 

For full details on how LIFE International sells where 
you sell, pre-sells where you will sell, write for your copy 
of “How to Take the Guess Out of the Future.” 


International 


4 Dean Street, London, W. 1. 


ADVERTISER'S WEEKLY 


First-timers : 


Associated Electrical Industries Ltd. (Britain) 
The Bank of Tokyo (Japan) 

Cherry Heering Company (Denmark) 

The Dolcis Shoe Company (Britain) 

Harry Ferguson Limited (Britain) 

Festival of Britain 1951 

Fiat (/taly) 

Franke & Heidecke (Germany) 

Hotel du Rhéne (Switzerland) 
International Shoe Company 
Miles-Martin Pen Co. Ltd. (Britain) 

H. Morris & Co. Ltd. (Britain) 

Jack Olding & Company Limited (Britain) 
Ramsey Corporation 

Rootes Group (Britain) 

Singer Motors Limited (Britain) 

Teikoku Kasei Jogyo Co. Ltd. (Japan) 


Old-timers: 


Allis-Chalmers Manufacturing Co. 
The British Travel Association 

James Buchanan & Co. Ltd. (Britain) 
Burroughs Adding Machine Company 
Campari Export-Import Company (/taly) 
Canadian International Trade Fair 

Carter Products, Inc. 

Caterpillar Tractor Co. 

Champion Spark Plug Company 

Cyma Watch Co. S. A. (Switzerland) 
Dictaphone Corporation 

Douglas Aircraft Company, Inc. 

Dunlop Rubber Co., Ltd. (Britain) 

Eastman Kodak Company 

The Electric Auto-Lite Company 

Firestone International Company 

Frankfort Distillers Corporation 
Incabloc-Universal (Switzerland) 

International General Electric Co. 
International Harvester Export Company 
Jaeger-LeCoultre (Switzerland) 

Kaiser-Frazer Export Corporation 

KLM Royal Dutch Airlines ( Netherlands) 
Mack Trucks, Inc. 

Monsanto Chemical Company 

Nash Export Division, Nash-Kelvinator Corp. 
The National City Bank of New York 
Nuffield Exports Ltd. (Britain) 

Omega Watch Company (Switzerland) 

Pan American World Airways, Inc. 

Philips Electrical ( Netherlands) 

Remington Rand, Inc. 

Montres Rolex S. A. (Switzerland) 

Royal Typewriter Co., Inc. 

Schenley International Corporation 

Joseph E. Seagram & Sons, Ltd. 
Socony-Vacuum Oil Company, Inc. 

Standard Brands Incorporated 

The Standard Motor Co. Ltd. (Britain) 
Standard Oil Company (New Jersey) 

The Studebaker Corporation, Export Division 
Swiss Federation of Watch Manufacturers 
Sylvania Electric Products Inc. 

Trans World Airlines 

Universal Genéve (Switzerland) 

Vacheron et Constantin (Switzerland) 

Hiram Walker & Sons 

Westinghouse Electric International Company 
World Wide Broadcasting Corporation 
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ADVERTISER'S WEEKLY 


-* 


~ cee 2p Fare... a 


<r CEHNE 
, oD 


IN 


COPIES PER DAY 


GRIMSBY 


EVENING 


IN Excess OF 40, 000 COPIES PER WEEK 


GRIMSBY SATURDAY TELEGRAPH 


AVERAGE for 6 MONTHS ended DEC, 31, 1950 


pe d-OOD 


EXCESS OF 


TELEGRAPH ; 


RETOUCHING 


in first class style 


@ HALF TONE 
eCOLOUR 
@LINE WORK 
®SCRAPER 


CENTRAL 3642 


HOWARD CHILD &CO-LTD 


13 EDMUND ST- BIRMINGHAM: 3 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 


FOR 
WEEKLIES 
AND 


MONTHLIES 


consult 


G. F. TOMKIN LTD 


Day and Night 
PRINTERS 
501.5 Grove Green Road 
LONDON, E.1! Tel. LEY 1164/5 


Est. 1908 Phone : Hol. 8641/2 


| 87/93 LAMBS ;CONDUIT ST., W.C.1 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


J] cc THORNTONS 
help you with that ff 
B.1.F. STAND 


Also portable displays fj 


Bsingle or quantity 


3s 
[—) 
ca) 
yg) 


Designing and or contracting 


THORNTONS’ (BIRMINGHAM) 


COMMON LANE, 
Phone : 


KENILWORTH 
Birmingham Stechford 4235 


Gs. 


48c, OXFORD ST 
W6LL/NGBOROUGH 


Ehibition 
work, 


Priestleys 


OF GLOUCESTER 
LONDON TEL: TRA 4277 


RENART 
STUDIO LTD 


EALING 3362 
» 4644 


| SCREEN PRINTING 
\ 


e FINE 


advertising 
Forest Gate, 


fluorescent 
windows of 
Stratford 
of the fine 
nan: “This 
serious: offence and is quite a 
lenient fine.” 


COMPANIES WINDING-UP 


The first mecting of rediors of 
R. M. Kiak Wuire (Me REPRESENTA- 
TION) Lrp., Il Dover S-reet, fA. 
advertising agents and ishers, was 
held a Inver esk House, Strand, W.C.2 
on February 2 fr. F M. Collins, 
senior assistant official receiver reported 
that the winding up order 1s made on 
January 
The ympar ny was form » November 
1946, ar and acied as adv g managers 
to cvera publications Throughout 
1948 the c a trcd widen the 
Scope of i mec among the 
small provincia , i s not hav.ng 
advertising managemen London It 
added to sc € group of 
Johannesburg papers 2 to sell 
spa to Hom ’ sers No 
remuncrat o1 res d however 
The company was una add to its 
volume of bus.ness d 198 duc 
mainiy t ag print 
The s@ aff sed liabili- 
tics, a ed ) against 
aSSCIS es! realis » Of the 
asses £900 Dre ed u ils 
v ack of suc- 
b a8 advert- 
2 and to a 
y caused 
siness 
imam, 8 
2 was 


1/46 3 
attributed 
heavy wer! 

ing demand and delay 
zines from printers 
was concluded 


y of maga- 
cxamunauion 


At the Public Examin vf Davip 
Finpiay and James Frnt carrying on 
business i co-partne as The 
Northern Printing ( 3 Oxford 
Road. Manchester, p and pub- 
lishers, liabilities am to £2,929 
were rep ed 

Det J that he 
and hi rs in the 
business " ! an am 
bition n August, 
1947, they the North 
Cheshire i wine » lack of 
advertising revenu y in ed losses, 

Printing business declined 


and their 
The examination was ¢ 


Agenda For 


One hundred and thirty Young 
Master Printers, their wives, and 
guests will attend the 1951 Y.M.P. 
National Conference at Bourne- 
mouth from March 2-5 

“This year’s theme--how to 
reduce the cost of print—is a 


topical one and must be upper- 
most in many mi nds." observes 
N. Donald Macleho Y.M.P. 


chairman, ina message t 
members. 


Subjects will include: “The 


relationship of planning and de- 
sign to economical production” 

Henry D. Davy, sales and 
studio director, Doig Bros. & Co., 


Ltd., Newcastle upon Tyr 
role of higher management” 

R. G. Connell, general manager, 
paper products group. Metal Box 
Co., Ltd., and member of the 


1¢; “The 


Federation Council; “The tech- 
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Legal and Gazette 


New Companies 


K'eboe Ltd., 24/5 
wei Commercial designers 
Nom.nal capa J Direciors 
G. C. Kleboe and Mrs. P. E. Kieboe 

4 on 


Museum Street 


Glossop Road, 
capital £2.000 Directors: H 
and Ajice Howso., 
Darley Press Ltd, 
c3 Impor.ers, 
and pubishers of 


Howson 


Fenchurch Street 
exporters, proprietors 
periodia’s, journals. 


newspapers and magazines. Nominal capi- 
Crawiecy and 


ta 110 Suosgtivers: W 
G. S. Christopher 


acquire and circulate the journal known 


s The Dental Technician Nominal 
capiial: £100. Direc.ors: A. 8. O'Connor 
and W. A. Warrington 
Rainbird, Meleag Ltd. Designers 
producers, publisaers and dist gaps of 
books magazines Nom na pital: 
£2,000 Subscribers: S. Disboro . Paad 


Enid M. Stableford 
Guna Publications Lid... 2 3 and § 
Studio Place ware Strect, S.W.1 
Nominal Directors 
and sanenenes 0. Guan 
Bennett Coleman & Co., Ltd... 4 
Albemarle Street, W.1 Registered in 
Ingia on November 29, 1913, to acquire 
the business carried on as Besnen 
and to carry on business 
of proprictors and publishers of news- 
. journals, magazines 
Neon Dp ays Ltd., Office $8, 46 Fen- 
wek Strect. Liverpool. 2 Neon and 
electric sign makers and crectors 
nal capi.a £100 Direc.ors 
Jonnson and E. W. Kershaw Booth 
Leamington Morning News (Publishers) 
Ltd., 15 Upper Bedford Strcet. Leanine- 
_ Spa. Warwickshire. Nominal capital 
W. Direccors: H.C Burgis, W. G 
Budd and R. R. Churches 
The above-mentioned part’ culars Bn 
new companies recently registered 
taken from the Daily Register complied ed 
by Jordan and Sons, Ltd., Company 
Kegsiration Agents 116 C . 
London, W.C.2) 


Nomi- 
w“ B 


WILLS 


Freperick Easton, editor of National 
Newsagent, 1911-1940, left £1,155 14s. 9d 
gross, £1,092 10s. Id. net — 

URBAN COLLINGS for my years 
chicf space buyer with John" p os & 
Co. Ltd, left £3,957 2s. 4d. gross 
£3,717 4s. Sd. net value. 

Harotp Tayior, former editor of 
The Shields Daily News, left £923 8s. 11d 
gross, £855 10s. co net — 

Cuartes Bur a rmer_ vice- 
chairman of the ‘Publicity Club of Leeds, 
left £3 311 15s, 8d. gross, £3,262 Ss. net 


Lionet GEORGE JACKSON 
G. Sueet & Co. Ltd, 


chairman of 
and a former 


Praciitioners in 
£50,579 10s. Sd. gross, 
net valuc. (Duty paid £9,356) He 
appointed his son George. chairman of 
G. Street & Co. Ltd., and left 1,000 “A” 
shares in the company to him, and S00 
such shares cach to his daughters Bridgct 
and Prudence 


Young Meer Printers 


ied approach to the problem” 

Gilbert Smith, assistant mana- 
ger (technical), Hazell, Watson 
& Viney Ltd; and “The em- 
ployee’s contribution to cost re- 
duction”—W. Morrison. 
general secretary, National Union 
of Printing, Bookbinding and 
Paper Workers. 

The Conference will be opened 
by George Newman, Federation 
president, and at the annual 
dinner on the Saturday guests 
will include G. F. Mapp, Rich- 
mond Hill Printing Works, and 
E. E. Smith, Southbourne Print- 
ing Co., Ltd., president and 


chairman respectively of the 
Bournemouth Association of 
Master Printers. J. Gordon 


Medcalf, president, Home Coun- 
ties Alliance of Master Printers. 
will be a guest for the week-end. 
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APPOINTMENTS VACANT 


We want a 
LAYOUT MAN 


Who is as interested in the final 
Printed appearance of work 
as in its earlier stage. 


He would be able from “copy” 
to produce on paper. clear, lively 
and original oe in both 
back and and colour 
WHICH wou LD SELL. And 
though not a typographer, a 
practical knowledge of type, for 
layout, would be essential. 
The account is a busy one, the 
work vared and interesting. and 
the salary reasonably generous. 
Write, giving brief outline of 
experience and accounts worked 
on to General Manager. 


McCANN-ERICKSON 


ADVERTISING LTD. 


110 Jermyn Street, $.W.1 


GENERAL 


COMMBRUIAL Aniioi 


SECRETARY, 


ARTIST for publisher's 
studio. Some figure work an advan- 
tage. Write stating age, experience and 
salary required, in strict confidence. to 
Box 1340 Ad. Weekly 180 Fleet St BC4 
Tequired, 
experience in Figure Work a decided 
advantage Apply by letter or call 
“ s, Hallons Advertising 
Service, Arkiey Road (Nr. St. James 
Strect Station). Wakhammow, E.17. 
Phone Keystone 427 


403 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


3s. per line. Display 


RATES: APPOINTMENTS i ge 3s. 6d. per line. APPOINTMENTS WANTED 
panel per 


Disp'ay pane! 45s. per inch. Minimum three lines. Each lime consists of average of 
Box sumber 


24 letters, ignoring space. 


insertions, 5%, on 13, 10%, 
scven insertions MUST BE PREPAID. 
Street, E.C.4. 


on 26, and 15% 
Address: “Advertiser's Weekly,” 186 Fleet 
"Phone Chancery 8844. | 


PRODUCTION 
EXECUTIVE 


required, able to produce 
printer's layouts and adver- 
tisement adaptations. 
Thorough knowledge of 
typography and block- 
ordering needed, and agency 
experience essential. Good 
position for right man (age 
25-35). Write, giving full 
details and salary required, 
to 

GILBERT ADVERTISING LTD. 
10 Norfolk St., London, W.C.2 


APPOINTMENTS VACANT 


EAST AFRICAN STANDARD LTD., 


Na‘robi Kenya Colony, requires 
Compositor with experience of making 
up periodicals. Starting remuneration 
£730 per annum Apply stating agc 
and experience 10 Messrs. Davis & 
Soper Ltd.. S2 & 54 St. Mary Axe, 
London, E.C.3 


‘SECRETARY, SECRE- 
TARY! Calling an ambitious young 
lady to be secretary to director of firm 
of advertising and marketing consult- 
ants. West End of London. Must be 
very intelligent, have pleasant person- 
ality and be very well educated. Weil 
Paid, progressive, permanent 

Write giving fullest details of experi- 
ence, etc 

Box 1350 Ad. Weekly 180 Ficet St BC4 


MANCHESTER 
AGENCY MANAGER 


Advertising Agency of Inter- 
national repute with Branch 
Offices in Manchester require 
experienced Agency Executive 
as Account Executive in Man- 
chester with the view, after 6 
months experience, of being 
promoted to Manager. A 
permanent, progressive oppor- 
tunity to the right type of 
ambitious young man. Pre- 
vious Agency Executive ex- 
perience essential. Write full 
details of age and experience 
in strict confidence to 


Box 1300 
Advertiser's Weekly, 180 Fleet St., E.C.4 


NATIONAL 


EXPERIENCED zs AcE 


SPACE SALESMAN required by pub- 


lishers (members of ABC) of growing 
xport Publications. Salary, expenses 
and commission. Experienced and 
hard working representatives only 


Bors 
x 978 Ad. Weekly 180 Fleet St EC4 


ARTIST required by Motor Manufac- 


wrers in Brmingham area for creative 
work, mainly roughs for catalogues, 
folders, display stands, showroom cx- 
teriors, etc. Weite in first instance 
without specimens, ee. see. experi- 
ence and salary require 

1294 Ad. Weekly 180 ‘leet St BC4 


PROD! CTION ASSISTANT 


seen = for high class 


We Eng ency Vory ood salary 
if wing to undertake all. kinds of 
work, ¢ invoices, letters, ctc 

_ Box i369" Ad. Weekly 180 Feet St BC4 
R BOOK-KEEPER required. with 
experience of Advertising Agency 
accoun.s. Must be able to work to 
trial balance without supervision 
West End offices. Write, stating age 
and sa‘ary requred to 

Box 1356 Ad. Weekly 180 Fleet St EC4 


CAPABLE SECRETARY urgently re- 


quired by Manager of Technical 
Agency. Opportunity for shorthand typist 
able to take growing responsibility as 
assis‘ant. Agency experience desirable 
Fu'l details please to 

Box 1358 Ad Weekly 180 Fleet St EC4 
ADVERTISERS = require 
drawings for display scheme Artist 
must er —— alist in elves, gnomes 
goblins 

_ Box 1389. Aa Weekly 180 Fleet St_ EC4 


FIRST CLASS Le‘tering Ar:ist required 


for London Studio. Only those with 
good experience picase apply. Write 
full particu'ars 

Box 1360 Ad. Weekly 180 Fleet St EC4 


WELL KNOWN Technica! Avency south 


of the Thames requires young man oz 
woman with practical know'edge of 
blocks and block ordering. Will have 
opportunity of assisting in the Produc- 
tion Department. “Phone VIGilant 0122 

AGENCY SPECIALISING in tecinca! 
advertising has vacancy for agency 
trained artist Ability to do clean 
lettering. slick roughs and some finished 
work essential. Full details by letter to: 
Donald yg vo (Advertising) Ltd., 
92 Fleet St.. E.C 

~~ SALESMAN 

, well _establ'shed N. London local 

Full de‘ails to 
Box | 1354 Ad. Weekly 180 Fleet St EC4 


SPATE SALESMEN require for Scot- 


First class media. Salary. 
commission and expenses, £15 to £20 
average carnings of other represen‘a- 
tives. Experienced men of any age. 
Apply — references to 

Box 9775 Ad. Weekly 180 Fleet St EC4 
reou'red 
by leading London Agency.  Inter- 
esting position, calling for exper'ence 
of process a foundry work. Write 
stating experience and salary required. 
BOR 138 easy 180 F'cet Secs 


. One A. Mh when given rough 
visuals. can work them up to crisp 
layouts for client, do adaptations and 
cast off accurately. He should have 
had about 3 years’ agency stud’o ex- 
perience. He will be given plenty of 
work and opportunity to — his 
skill. £350 to £450 pa 

Box 1323 Ad. Weekly 180 Yieet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 23) 


All other c‘assifications 4s. per line. 


| | CREATIVE 
on $2. All advertisements tor ics man | LAYOUT MAN 


| wanted in medium-size London 
Advertising Agency We are 
looking for a man of original 
ideas who can visualise them on 
paper. carry approved roughs 
> through to a neat degree of finish 
-0-24 years Exper-ence 
orcering biocks and wieene ‘mga Ming | and mark up for type. Other 
graphical layouts and gencra! | things being equal. preference 
tion departmental = routine This | given to man who can do 
position offers excellent opportumitics finisnel lettering in emergency. 
for a keen man. Write or phone for S-day week. Write, stating age, 
appointment to Production Manager expericnce and salary expected to 
Alfred Bates & Son Lid 130 Fleet 
Street, E.C.4. CENtral 8831 Box 1374 
PROVINCIAL CIRCUL ge ee REPRE. Advertiser's Weekly, 180 Fleet St., E.C.4 
SENTATIVES able to hande extra 
montily are required for ablished 
journal with large potential sale now 
undergo ng big Sensce Good terms 
and commission. Rep 
Box 1372 Ad Weekly 180 F'cet St BC4 


PRODUCTION ASSISTANT = required 
Aged 2 


REPRESENTATIVE for London printing 
firm, with setting and printing capacity, 
with salary and commission. 

Box 13-26 Ad. Weekly 180 Ficet St BC4 

ADVERTISEMENT REPRESENTATIVE 
for periodicals. Good opening for keen 
man Particulars of experience and 
salary required 
Box 1367 Ad. Weekly 180 Fleet St EC4 

ARE YOU a first cass arust who can 
work on all media on anything from 
figures to pen and ink still subjects 

(not lettering) and want a post with 

TYPCGRAPHER real scope and had from five to ten 
years’ studio expericnce? If so there's 
a vacancy in a London Commercial 
Art Studio with a commencing salary 
of £850 per annum, Must fit the bill 
and have ambition. Write fully, stating 
experience. age and present — 
Own staff know of this vacanc 
Box 1370 Ad. Weekly 180 Fleet | Se ECS 

LAYOUT. Medium sized London agency 
requires a further first-class layout 
artist The position offers good 
prospects and will carry a commencing 
salary of £850 per annum. Particulars, 
including age, experience, cic., in 
confidence, to 
Box 1373, Ad _ Weckly 180 Fleet St | EC4 

REPRESENTATIVE required for expand ARTIST wih initiative required for 

ing s utio An exceptional offer fo acrial photographic commeny in Bore- 

the reht man Dobson Broadhead, ham Wood, Herts., distri 

Phone CEN. 7911 for appointment Box 1351 Ad. Weekly 180° Fleet St EC4 


Bensons 


wonta 


This is an opportunity for 
a young man who has had 2 or 3 
years’ Agency experience. 


Write to Art Director 


S. H. BENSON LTD. 
KINGSWAY HALL, LONDON, W.C.2 


Publicity Department of 
B.LC.C. Ltd. 


invite written applications for the following 


appointments: 


1 A Studio Artist 


with experience of layout work for technical and 
commercial publications and capable of producing 
first-class finished drawings in line, wash and full 
colour; 


2 A Retouching Artist 


experienced in retouching photographs of engin- 
eering and technical equipment for publications 
and Press; 


3 An Information Section Assistant 


with experience in collecting and collating informa- 
tion and some knowledge of documentation. 


Permanent situations are offered (after probation- 
ary period) to the selected candidates. The Com- 
pany has a pension scheme and operates on a five- 
day week, and there is a staff canteen. 

Please send full particulars of experience, age, etc., 
to the Staff Officer, British Insulated Callender’s 
Cables Limited, 21 Bloomsbury Street, London, 
W.C.1, indicating clearly for which position applica- 
tion is being made. 
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Marcu 1, 1951 


CLASSIFIED ADVERTISEMENTS 


CANDIDATES FOR 


THE A.A., 1.1.P.A., and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A’s Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
““Advertising’’ or ‘‘Salesman- 
ship and Sales Management"’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
SCHOOLS LID., Dept. A.W. 8 
International Bidgs., Kingsway, W.C.2 


INTERESTING COPY detail post in 
Agency handling wide variety of 


accounts, offered 10 experiened man 
who welcomes a lity Good 
salary and prospects 


Box 1337 Ad. Weekly 180 Fleet St EC4 
ROTARY LETTERPRESS Machine 
Minder required for East Africa 
Shot period of training on spec ulised 
machine will be given in London. Start- 
ing pay and aliowanes in East Alrica 
£7%0 per annum Apply with details 
of traming and experience and copies 
of references to Messrs. Davis & Soper 
be S2 & 54 St. Mary Axe, London 
3 
ARTiST. Commercial Studio (London) 
requires a further all round general 
artist commencing salarv i800 per 
annum. No Vang ergein Write in con- 
fidence, stat age and experience to 
Box 9766 Ad Weekly 180 Fleet St EC4 


APPOINTMENTS VACA 


AN OPPORTUNITY occurs for a senior 


shorthand typist to wain as personal 


Secretary to Managing Director of a 


rapidly expanding West 
Familiarity with general 
agency routine and ability to work on 
own initiative is essential Five-day 
week, but willing to work all hours 
and weck-ends if necessary This 
appointment should offer progressive 
scope to the right person. Applicants 
should state age, education, interests, 
reading habits and past business experi- 


ence. 
Box, 1328 Ad Weekly 180 Fleet St EC4 


PUBLISHING 
HOUSE 


is seeking a first class contact 
man with proved selling ability 
and qualified by experience 
in negotiating business at 
highest level for a quality 
(technical) publication dealing 
with the building industry— 
write fully, in confidence to 


Box 1368 
Advertiser's Weekly, 180 Fleet St., E.C.4 


MOMBASA TIMES LTD., Mombasa. 
Kenya Colony, requires Works Fore- 
man ‘or general Printing press Start- 
ing remuncration £730 per annum 
Apply —. age and ee Ty to 
Messrs. Davis & Sope S54 St 
_Mary Axe, London, ECs 

PRODUCTION. London Agency e- 
quires a further first class Production 
Man, preferable with previous Agency 
experience The position will carry a 
commencing salary of approximatcly 
£750 per annum and is a five-day week 
Write fully giving age and experience 


to 
Box 1280 Ad. Weekly 180 Fleet St EC4 


Assistant 


cants, aged 30-35, 


and other = sales 
but not essential. 
and Clerical Grades) i.e 
Boards 


Superannuation 


of Board Headquarters 


Scotland Electricity 


ment. 


23rd February 1951 


(Publicity) in 


THE SOUTH WEST SCOTLAND 
ELECTRICITY BOARD 


Applications are invited for the position of Senior 
the Chief Commercial 
Officer's Department at Area Headquarters. 
should be 
versant with Press advertising, exhibition work, 
promotion 
knowledge of typography and layout is desirable 
Experience of the electricity 
supply industry would be an advantage. 
be within Grade 6 of the Permanent Salary Agree- 
ment of the National Joint Council (Administrative 
£630 to £705 per annum. 
The successful candidate will be required to contri- 
bute to the British Electricity Authority and Area 
Scheme 
required to pass a medical examination. 
also be required to reside within reasonable distance 
Forms of application may 
be obtained from the Secretary, The South West 
Board, 62 
Glasgow, S.1, and should 
than 14 days after the appearance of this advertise- 


io 


Appli- 
thoroughly con- 


activities. Some 


Salary will 


and may be 
He will 


Dalziel Drive, 
be returned not later 


J. MEEK, 
Secretary. 


RETOUCHER. 
an additional 


London Studio requires 
retouching artist with 
> of technical subjects 
Good salary and prospects. Five-day 
week. Write fully. age, experience and 
salary required to 

Box 9768 Ad. Weekly 180 Fleet St EC4 


YOUNG MAN 


required 

for Production Department of 
well-known Fleet Street Ad- 
vertising Agency. Must have 
sound knowledge of mechani- 
cal production and print 
buying. 

Apply stating age, experience 
and salary required to 


Box 136! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION. Medium-size London 
Agency has a vacancy for a Production 
an Must have previous agency 
experience and be capable of handling 
high class sales literat and have a 
first class knowledgec f y 
Blocks. Position carries good salary 
and is a five-day week Write in con- 
fidence, giving age xperience and 
sa'ary required to 
_ Box 9767 Ad Weekly Fleet St EC4 
PRODUCTION. — Notungnam Agency 
has a vacancy for a duction Man 
Must have previous wy experience 
and a sound knowlc f reproduc- 
tion processes k-buying., and 


typography. Write giving auc. Bao 
ence and salary required Rex 
Publicity Service Ltd Th. 133 New 


WANTED (© train as advertising copy- 


writer, a young man with a flair for 
forceful writing, by 4 propriec‘ary 
Med cine Company in the Slough area 
Reply in first case. stating experience 
if any, to Box A.C. 60149, Samson 


Mortimer Street, Lon- 


ASSISTANT 
iequired in 


(male). 
adverusing 
company with 

Duties will 


J N 
aged 20-30, 
department of large 
offices in London, W.1 


be varied, covering Press Advertising. 
Literature, Displays and Exhibitions 
etc., and applicants must possess basic 
all-round knowledge and advertising 


background Salary £600 Box No 
728, Dorland Advertising, 18/20 Regent 


Street, London W.1 oe ety 
FIRST CLASS jayout arust required, 
capable of doing finish art work 


Write, 


to 


__Box 1333 Ad Weekly 180 Fleet St BC4 


PRINCES PRESS LID., 147 
Street, London, S.Wi 
services of an advertisement Manager 
in the four figure c'ass 
proved § selling ability who is an 
efficient organiser should write only in 
confidence. stating sa'ary 4 exneri- 
ence. Unless you have proved selling 
and _— ng ability in the building 


experience and salary required 


Victoria 


and /« engineering advertising ficid, 
n'eise ie not apply 

ADVERTISING DETAIL MAN (or 
woman) required for Poole, Dorset, 
minufacturng and covtrecting group 


selling mainly to the building industry 
Duties to act as contact between mem- 
ber companies of group. the joint 
Publicity committee and the company’s 


advertising agents Applications stat- 
ing espericnce, educationa| background, 
Salary required and when available 


should be made to E. Walter George 
Ltd., 25 Lower Belgrave Street, Lon- 
don. S.W.1 
AN OUTSTANDING OPPORTUNITY 
or executive 1 the administrative 
Secretarial and commercial side of 
advertising agency, handling all types 
of media Man required must have 
had at least ten years’ experience in this 
type of work and who now secks a 
Similar position of trust where know- 
ledge and abilities will have more 
scope for advancement Only appli- 
cants who write fully, describing their 
experience and career will be con- 
sidered for interview: state age, present 
salary and give the names of two 
references (which will not be used with- 
out. applicants Ra gpoen —— Our own 
staff know of this vac 
Box 1281 Ad Weekly 180 "Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 23) 


[NORTH EASTERN GAS 
BOARD 


PUBLICITY 
ASSISTANT 


Applications are invited for the 
position of Publicity Assistant in 
the Commercial Office (Publicity 
and Public Relations Section) of 
the Board's Headquarters at 
Leeds: at a Salary within Grade 
AP of the National Scale 
i (£450-530)—the commencing Salary 
to be in accordance with qualifi- 
cations and experience Candi- 
dates should have sound 
knowledge of modern publicity 
Practice and preferably some 
experience in journalism, the 
duties being, primarily, to assist 
in the routine work of the 
Department, and, as its public 
relations activities develop to 
collect information and write 
articles for the Press and possibly 
a Staff Journal, 

The successful applicant will be 
required to pass a medical exam- 
ination and to subscribe to such 
scheme of Superannuation as the 
Board may adopt. 


Applications giving age, full 
details of qualifications and 
experience, together with the 
names of two referees, should 
reach the undersigned nor later 
than 12 days after the appearance 
of this advertisement 


J. C. Garpner, 
Secretary. 
Bridge Street, Leeds, 2. 


VACANCY exists for educated 


End publishing house 


not essential 
Box 1327 Ad. Weekly i80 Ficet St BC4 


intelli- 
gem, enthusiastic man (19-21), to train 
as Advertising Assistant in large West 
Experience and 
ability to write copy an advantage but 


DESIGNER 
WANTED 


An agency of long stand- 


ing and with important 
accounts seeks the ser- 


vice of a young, trained 


designer capable of 

fluencing their layouts 
with sound and original 
ideas. Salary is a matter 
of negotiation. Write 
with full particulars but 
no specimens of work to 


Box 1339 
Advertiser's Weekly, 180 Fleet St., E.C.4 
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Marca i, 1951 


APPOINTMENTS VACANT 


PRODUCTION MANAGER 


wanted by National Firm in 
Provinces producing Exhibition 
Stands,{Displays and Silkscreen- 
ing. We are looking for a man 
30-40 who knows the industry 
inside and out and who can take 
complete responsibility for pro- 
duction. Salary as good as 
London can offer. Write with 
full details to 


PRIESTLEY STUDIOS LTD. 
Commercial Rd., Gloucester 


CARLTON ARTISTS require a keen 
young man to act as agsistant to the 
Sumwio Manager Age 21-26. Some 
experience in production essential 
Write or phone Studio Manager, Cari- 
ton Artisis Ltd. Carlton House, Gt. 
Queen Street, W.C.2. HOLborn 4041. 


Medium sized, fully recog- 
nised advertising agency, fully 
departmentalized, shortly hav- 
ing additional office accommo- 
dation available, offers oppor- 
tunity to an 


ACCOUNTS EXECUTIVE 


able to introduce immediate 
and develop new _ business. 
Replies to Accounts Execu- 
tive, Lathom & Co., Solicitors, 
23 Bedford Row, London, 
Wank. 


APPOINTMENTS WANTE 


INFORMATION OFFICER or research 
statistician available for agency or 
industrial Organisauion, exceptional con- 

> Experience 
reference 
work, 


range home 
market statistics. App! 

Box 1349 Ad Weekly 780 Fleet St EC4 
SALES/ADVERTISING MANAGER re- 
vacant June. Fully 
experienced in jes Promotion work, 
Press, Point-of-Sale, Mail Order, Exhi- 
bition Sraeds. ae. London preferred, 
but not cssen 
Box 1345 Ad "Weekly 180 Fleet St EC4 


1 PCHNICAL ADVERTISING. 
M.LA.M.A. seeks post. Experience: 
electrical, radio, acronautics, engincer- 


ing, home appliances, building, marine 
craft, 
Do 1313 Ad. Weekly 180 Fleet St EC4 


EMPLOYMENT WANTED by man with 


thorough Practical experience of 
publishing (editorial, production and 
sales), printing and publicity, also 


company and copyright law. Can 
handle staff, write editorial and adver- 
tising matter, plan enterprises requiring 
initiative. Used to dealing with Govern- 
ment Departments and with knowledse 
of export matters. Matthewson, 
Gervase Cottage, Merstham, Surrey. 
YOUNG MAN 27, diploma in journalism, 
now writing technical ‘copy’ for Radio 
concern, seeks change. Experience 
introducing unique mail order publicity 
periodical brochures. Now desires 
creative position giving full scope for 
his ability Progressive Agency in 
West London preferred 
Box 1352 Ad. Weekly 180 Fleet St EC4 
POSTER ADVERTISING MAN with 23 
years’ experience of 
inspecting campaigns 
Provinces—excellent knowledge of sites 
——— change to position with pros- 


Box. 1346 Ad. Weekly 180 Fleet St EC4 
THE RIGHT JOB... 


‘oung woman free-lance, with con- 
siderable experience of layout, typo- 
graphy in leading London agencies, 
specialising in lively original figure work, 
and capable of responsibility, would like 
to join agency where good design is 
considered wpa tye 


22 Abercorn Pi. St ‘John's We Weod, N.W.8 


CLASSIFIED ADVERTISEMENTS 


YOUNG MAN, of good education, with 
experience of sales representation and 
editorial work, seeks position with 
publishing firm 
_ Box 1363 Ad. Weekly 180 Ficet St EC4 St_BC4 

SILK SCREEN SHOP planned? Contac Contact 
keen, experienced 
Box 1365 Ad Weekly "180 Fleet St EC4 


Executive, 46, London, 28 years’ 
experience Chemist Distribution, "oaks 
Part-time appointment with reputable 
advertising agency. Advertiser, an 
enthusiast, with deep belief advert- 
ising has good connections and first 
class references. Director of Public 
Company specialized 


and Advertising 
strict confidence. 


Box 4 
Advertiser's Weekly, 180 Fleet St., E.C4 


COPYWRITER /V ISU ALISER oo, five 
ng 


years in advertising, is or a 

change, preferably work with a 

London Agency 

_ Box 1338 Ad Weekly 1 180 Fleet St BC4 
YOUNG LADY, 21, four years’ art 

training, yor position. ms a to 

—y Keen 


carn. 
Box 1332 Ad. Weckly 180 Fleet St BC4 
SILK SCREEN PRINTING, Poster and 
display writing. Trade work required. 
Box 1334 Ad. Weekly 180 Fleet St BC4 


YOUNG LADY, 20. Good education 
be two ll art ieee. Keen to 
train in Agency or Stu 


_ Box 1335 Ad Weekly 180% | Fleet St EC4 
YOUNG MAN (38) seeks post, print 
buying or production. Fully experienced 
all branches + yp ol knowl- 
edge periodical produc 
_ Box 1342 Ad. Weekly 181 180. Fleet St BC4 


—— AND TECHNICAL Advertising 


I Tr, mid-20's Secks change 
Experience’ organiser Layout, copy. 
production; print, catalogues, Press 


relations, editorial, 
Press advertising. 
Salary around £500 
Box 1362 Ad Weekly 180 Fleet St EC4 
BEGINNING in production or design 
sought by young man 23. experi- 
ence in printing, production. Art 
education. 
_ Box 1347 Ad Weekly 180 Fleet St EC4 
CHAP OF ALL ARTS, 2s. 


direct mail, and 
Some finished art. 


creauve lay- 
outs, finished art work and typography 
ng Dost. salary 


£520 

_ Box 1353 Ad. Weekly 180 Fleet St EBC4 
TECHNICAL ARTIST with long experi- 

ence in engineering subjects, ectouching, 

design, lettering. airbrush, offers ser- 

vices to first class firm 

Box 1266 Ad gwvoukly 180 Fleet St EC4 


taries, 
need of tact 

Excel House. Whitcomb Street. wes 
(WHitehall 5924), We specialise in 
WRITER, original. 
dynamic cnergy, seeks post 
in progressive agency. Good reference 
Box 1267 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SEF VICES 


DRAWINGS for ail purposes, Big Part- 


ridge, 23, Bicomsbury Square, W.C.1. 
_ Mus 7181. 
FIRST CLASS Figure Artist, colour 
black and white. Experienced nationa 
adverusing and illustration Wishes 


contacts offering new outlook 
Box 1366 Ad. Weckly 180 Fleet St EC4 


No IDEA of HOPE 
then its time to ask 
HORRATIO 
Commercial Artist 

KEN 5233 


ARTISTS capable of high-class Still Life. 
Lettering, Fashion, Mechanical illus- 
tration, for National and Trade Press 

Advertising, Catalogues, Leaflets, seek 
additional work 
Box 12738 Ad Weekly 180 Fleet St EC4 


MURALS 
Small ceam of experienced Mural Artists 
with modern outlook specialise in 
Industrial and Commercial designs, 
on advertising themes if required. 
Estimate with preliminary designs. 
JON PEATY STUDIOS, 
Chapel Mews, Waterloo St., Hove, Sussex 


ARTIST DESIGNER 
specialising in creative work and 
having wide experience in icafiets, 
bookicts, posters, showcards and 
general design, requires additional 
connections. London Studio. Prompt 

service guaranteed. 


Box 1252 
Advertiser's Weekly, 180 Fleet St., E.C4 


PUBLISHERS 3 wish 
lished a 
con 


Box 1322 


to purchase estab- 
Replies weated io 


de 
Ad meekly 180 Fleet St BC4 


INVESTMENT WANTED 
Experienced artistiadvertising man 
would welcome active interest in 
Studio or allied business, where there 
is ample scope for energy and initiative. 
Any suggestions welcomed subject to 
mutual investigation. 

Box 1329 
Advertiser's Weekly, 180 Fleet S¢., E.C.4 


GENTLEMAN with valuable contacts 
wishes to purchase share in. or connect 
up with, recognised agency 
Box 1341 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS, 


Book Jackets, Advertising Folders, 
etc., photo-litho or letterpress 
(own photo-litho process plant) 
CARILLON PRESS LTD. 

Fine Soom Printers, Bournemouth 

‘clephone: Boscombe 36835, 
London Office: 98 Bride Lane E.C 4 
"Phone CENtral 1740 


OPPORTUNITY occurs for energetic 
rsons in Provincial 
selling space for 
similar work on well-established high 
class quarterly published in London. 

Liberal commission 
Box 1348 Ad. Weekly 180 Fieet St BC4 


WE UNEARTH FACTS 
and do the whole job of producin 
a newspapers and stall 

rnals, etc. 


HOLLIDAY & EDWARDS 


336-8, Corn Buildin 
Manchester 4. DEAnsgate 2 
Industrial Editors and Press Officers 
serving national advertisers and agents. 
KNOWN top iine artist, recently 
returned from tour abroad, can take 
limited amount of good work. Particu- 


larly interested in working specialised 
account. Colour and individual line 
treatment. 

Box 1364 Ad Weekly 180 Fleet St EC4 


» PLEASE NOTE 

| produce first-class ACCURATE 
Technical Illustrations based on correct 
construction, foreshortening, not just 
“look-nice”’. | seek work from those 
whose Manuals, industrial advertising, 
etc., must be RIGHT, and offer economic 
terms for worth-while contracts. 


Box 1344 
Advertiser's Weekly, 180 Fleet St., E.C4 


“SELLING BY LETTER,” 


ADVERTISER'S WEEKLY 


MISCELLANEOUS 


Jones 
Circul 


MOU 


(Originator i} 


». 2nd 249 pps. , 
oo pee. 302b, Park Road, N.8. 


ACCOMMODATION 
TO LET_UNFURNISHED, -_ Studio, 
size 12 ft. x 8 ft., 45s. week, 


including 
telephone Good W.1 a 


lighting, heat oe use of 
Suit 
Artist. Some 


work guaran’ 
Box 1357 Ad 


Weekly 180 Fleet St BC4 


S*LES AND 


(ANT 


EXHIBITION STAND, 


sectional, to fill 
space 10 ft. x 10 To clear, £25. 
John Godrich, 22 Bennett's Hill, Birm- 
ingham, 2. 


PAPER FROM STOCK 
White Bank S/O Lp. 11 Ibs., 
Cream Wove, Duplicating 
Paper, Envelopes, etc. Enve- 
lope and Office Supplies Ltd., 
2 Middle Street, E.C.1. MET 
8322. 


PERSONAL 


NOW READY. 


Your first comprehen- 
sive guide to British directories, annuals, 
reference books, 


supplies advertising 


moderate 


(no 
obligation) for Leaflet DD3 to oo 
Publications Lid. 180 Fleet St. E.C.4. 


TENDERS 


COUNTY BOROUGH OF 
BLACKPOOL 
The Corporation invites designs 
and quotations for the printing 
and supplying of 100,000 copies 
of the 1952 Blackpool Holiday 
Guide. 

Detailed specifications may be 
obtained on application to W. 
Foster, Director of Attractions 
and Publicity, Town Hall, 
Blackpool. 

Tenders and designs for the 
Guide should be received not 
later than 10 a.m. on Wednesday 
4th April, 1951. 

The Corporation does not 
bind itself to accept the lowest 
or any tender. 

TREVOR T. JONES, 
Town Clerk. 
Town Hall, 
Blackpool. 
21st February, 1951. 


LITHOGRAPHIC 


Ss 


PRINTERS 


PRINTING. An 
personal service of 
photo-ithograph 
Double Demy size. The est 
shire Printing Co., Lid., George Street 
Wakefield a 
a4 PRINTERS = require 
orders for small or continuous —_. 
Box 1343, “Ad. Weekly 180 Fleet St BC4 


,~ iemt ard 


FOR SALE. Photcergtic studio, self 
contained West End, Suitable 
for Commercial, Colour 


venicnces. 


AL ARTIST, experienced in 
boot and shoe drawing, mechanica) 
illustration and lettering, secks 
connections ¢ guaran’ 

Box 909 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds to 


oom ae for Advertising Agency, studio 
house Price ° 

Quarterly 7 Tenancy. To view, 

municate, 

Box 1331 Ad. Weekly 180 Fleet St BC4 


CHA 8844 (Ex 


See February 22 issue of Adver- 
tiser’s Weekly, pages 350 and 351 
for the Advertising Services 
& Supplies Section. March 22 
will_be the next issue containing 
these services. 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


—_——- 


Tuurspay, Marcu |, 1951 


45/- (overseas) 


LONG BEFORE THE EVENING PAPERS reach 
the homing city workers Lew Trevelyan’s* 
quiet work has been done. Fenimore Cooper 
would have delighted in this 1951 frontiers- 
man, wise in the ways of the moose, the 
flighting of wild geese and the feeding time of 
brown trout in the deep still lakes of Canada. 
Althouzh employed by the largest combined 
pulp and paper mill in existence . . . Bowaters, 
at Corner Brook, in the Canadian Province 
of Newfoundland . . . Lew knows little of 
cities, and cares less. 

Lew is a Bowater timber cruiser. With 
aerial photographs as his guide, he penetrates 
deep into the virgin forests, to check that the 


spruce and balsam fir shown on them are 
trees of mature growth and the right diameter 
to feed the ever-hungry jaws of the great mills 
at Corner Brook. On his reports will depend the 
location of logging camps the following sum- 
mer and ultimately the raw material for news- 
print and other papers the year after that. 

But before ever the cross-cut saws drone 
and the scented chips spout up from the bright 
axes Lew has moved deeper into the wilder- 
ness. Dour by nature and silent by long 
habit, Trevelyan would never boast what he 
well knows to be true: that timber cruisers 
are born, not made, and no machine can 
ever take their place. 


STOP PRESS 


WAGE CLAIM BY 
JOURNALISTS 


Deputation from National 
Union of Journalists will meet 
representatives of news agencies 
on Monday to discuss Union's 
claim for 16 guineas a week 
minimum for Fleet Street 
journalists. Newspaper Proprie- 
tors Association have been noti- 
fied of claim by N.U.J., and 
Newspaper Society are beihg 
asked for substantial increases 
for provincial journalists. 


GRADING DISPUTE 
COMPROMISE 


Two provincial letterpress 
grades, with 5s. 6d. differential, 
are favoured by National Arbi- 
tration Tribunal to whom prob- 
lem was referred by four trade 
unions and by _ Federation 
Master Printers and Newspaper 
Society. Employers had as 
for three, unions for one provin- 
cial grading only. 


AD. RATES UP 


“Scotland's S.M.T. Magazine” 
facing matter page rate up from 
£36 to £45 in May. Other posi- 
tions correspondingly increased. 
Selling price up from Is. to 


Is, 6d. 

“Leeds Journal,” published by 
Chamber of Commerce, display 
rates up by 20 per cent. 

Selling price increase “Engin- 
eering” 1s. 6d. to 2s. (April). 


IN DISPUTE WITH 
WHOLESALERS 


Precinct Publications, pub- 
lishers of “Television Weekly,” 
in dispute with London whole- 
salers, claim they are “en- 
deavouring to fulfil] at least 50 
per cent of London orders by 
direct distribution to retailers.” 


Benn Bros. “Nursery World” 
celebrates silver jubilee to-day 
with 84-page issue. 


J. P. van Vonderen, director of 
Utrecht’s “Katholiek Dagblad,” 
has been on a brief visit to 
London. 


»—j> The whole wealth of Bowater craftsmanship, experience and research in the ait 


— — of making paper—the ‘know-how’ in short—is freely at your service. 
a . . . “ 


THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN CANADA AUSTRALIA SOUTH AFRICA U.S.A NORWAY + SWEDEN 


* Fictitious name for a real character 


| 
Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
March |, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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